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FLIT PAYS! 


[' isn’t what you make on a single sale that counts. It’s the money you make 
on your entire investment in a product that helps pay the rent. At the end 
of the year, Hardware dealers figure they make more money on Flit than on any 
other insect-killer, regardless of price, because it’s turnover that counts. 

Flit pays in other ways: Flit brings people into a store. Flit is a quick seller. 
Everybody knows Flit. No explanation is needed. Flit and the Flit Soldier 
hook up your store with the largest advertising campaign now running on any 
insect-killer in 1929. 

Any way you figure it, Flit is your best buy. Flit sells! Flit pays! Flit satisfies 
your customers! Flit is made by one of the largest corporations in the world. It 
is guaranteed to work or money back. 


Order Flit now. Stanco Distributors. Inc., 2 Park Avenue, New York City. 


Bed Bugs i bas . ae peu vuro 
Roaches - re Roaches 


Ants Ants 
Man other household insects and thear eges ; Many other housebokd insects and thetr eg 
Flit opr will not stain {° . 1| ‘lit spray will not stain 


M 





A AQ 
Kills pg 
Flies AN x 
Mosquitoes 
Moths 
Bed Bugs 
Roaches 


Ants 
Maay other household insects and theireggs 


flit spray will not stain yo = asi er ee) F lit an i will not stain 


— ee — 


ae 











—— poe 





Py 


wy 414d & VY. ius 











HARDWARE AGE for APRIL 25, 1929 _ 








Se 


Springfield jobber gets busi- 
ness with dependable deliv- 


ery service - + + « - 


Throughout Western New England, the E. S. 
Stacy Supply Company of Springfield, Mass., 
is serving important manufacturers quickly 
and with dependable merchandise. Located 
in the heart of the tool industry, they are con- 
tinually called upon for speedy deliveries on 
special taps, dies, and how well Greenfield 
measures up to these delivery requirements 
can be judged from part of this letter recently 
received from Mr. Walter W. Peacock, man- 
ager. 


New York: 
15 Warren St. 
Chicago: 
13 So. Clinton St. 
Detroit: 


228 Congress St., W. GREENFIELD, 











Peet Y 
DELIVERIES HELP 


ij 


“... Believe me, it is a help to do 
business with a firm that can be de- 
pended upon to live up to its de- 
livery promises. 


“Tt is this prompt service which has 
helped us to secure some important 
business during the last year.” 


We can help you to secure business in the 
same way that we have helped Mr. Peacock. 
You can depend on Greenfield to deliver 
orders on the date promised. The high qual- 
ity of the tools themselves also will insure re- 
peat business month after month. 


We urge you to send for a copy of the new 
Greenfield Catalog No. 29. You'll be inter- 
ested in the profit-making possibilities of the 
broad line. 


Canadian Plant: 


Greenfield Tap & Die 
Corp. of Canada, Ltd., 
Galt, Ontario 


MASS.,U.S-As H.A. April 25, 1939 





GB, published weekly by the IRON AGE PUBLISHING CO., 289 West 39th Street, New York, N. Y., U. 8. A. 
eer ft * 4 Act of wach 8. 1879. (Printed in U. S. A.) $3.00 per year. Single copies 


dacs matter May 52, 1918, at the Post Office at New York, under the 
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25c. each. Vol. 128, No. 17 
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For the Live-Wire Dealer 


A display board 
with human appeal 


OESN’T this gentleman look real to your Isn't 
D.. with that look of pleased experience, inviting 
you, also, to try Greenlee Tools? You bet he is! And 
your customers will feel the same as you do when they 
see him standing on your counter, or in your window, 
decorated with sparkling new tools that immediately 
catch the eye. He has confidence in the tools that he is 
representing and makes others have that same feeling. 





He is holding out for your inspection a tool backed 
by years of experience—a tool that has been built for 
over 25 years in a plant where precision workmanship 
is a by-word—a tool that is made of the finest steel, 
machined and finished by men who have given years 
of their lives to make Greenlee the outstanding name 
in quality tool production. 














You Can't Go Wrong 00 Se You should have this gentleman in your store, 
working steadily for you day after day. His look of 

This is a photograph of the large size cut-out " 

te 39% Mie small size sultable. for. one mature judgment and hearty approval for the tools 

ool mounting is z 20”. oth are no ‘ < a A 7 

NE seen Gee. of his choice will go far toward increasing your cus- 


tomer’s desire to give Greenlee Tools a trial. Fill out 
: and mail the coupon to the left and get more infor- 
| ° . - e ° 
1 mation on this real sales stimulator. This combined 
' cut-out and display board is beautifully lithographed 
i in seven rich colors. 
: 
a 
i] 
« 
, 
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‘ 


SS This man will help you; 
f <2 Send for Him 


NOW! 


I know the tools that sell Send 
me full information on the new 
Greenlee Cut-out Display Board, and 
Tools. 


Sales Offices and Warehouses 


New York: 126 Chambers St. 
iain aaa Tas ce ce A oa ies Ae 5 Boston: 34-38 Binford St. 
Address sr etesees sta dseseeeeeees ' Philadelphia: 2401 Chestnut St. 
Canada: Richardson & Bureau, Ltd. 
278 Craig St. West, Montreal 
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GREENLEE IOOLS 


Greenlee Fool Co., Rockford, Jil. 


Tools that 
Stay Sold- 
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ome 


HE big fellows are concentrating their 
buying on fewer lines. And they’re mak- 
ing more money. Fall in line with the times! 


Select one line of mechanics tools—and do a 
real job—push it for a fare-thee-well, be- 
cause it’s money made to do so. 


But be sure that you select the right line, the 
logical line, the PEXTO line. 


Because it’s complete a price 
range and selection of merchandise that cover 
the whole field. When a customer comes 
through your door and goes over to your tool 
counter, you are sure you have the merchan- 


\Big Fellows 
Mare concentrating 





dise he wants at a price he will be glad to 
pay—whether he is a skilled mechanic or a 
man who just wants a hammer for home use. 


Catalogue No. 26T is one that should be 
on your desk. Let us send you a copy to- 
day. 


Your Jobber has PEXTO in stock: 


Hammers Screw Drivers Snips 
Pliers Pruning Shears Squares 
Chisels Braces Wrenches 


THE PECK, STOW & WILCOX CO. 
SOUTHINGTON, CONN. U.S. A. 





IT PAYS TO CONCENTRA®BE ON PEXTO 
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Disston No. 3615 Hack Saw Frame 


Perfect Extension Frame. Adjust- 
able by half inches. Takes blades 8 to 
12 inches long. Handle, with large 
hand hole and comfortable grip, gives 
exceptional control of saw. Stretchers 
reversible for sawing straight or side- 
wise, and will not fall out. 





Disston No. 200 Hack Saw Frame 


For use in close quarters. Depth, 
1 inch from teeth to inside of back. A 
favorite with plumbers, electricians, 
etc. Low steel frame gets in where oth- 
ers cannot be used. Takes 8” blade. Re- 
versible stretchers for sawing straight 
or sidewise, and will not fall out. 





ANSWERING YOUR CUSTOMERS’ 
QUESTIONS ABOUT HACK SAWS 


This will help you sell better Hack Saw Frames and Hack Saw Blades. 


What kind of Hack Saw Frame 
¢ is best, and why? 
A For ordinary work, a Disston 
e No. 36%, which takes all blades 
from 8 to 12 inches long. It gives best 
control of the blade. Where you have 
to work in close quarters, get a Disston 
No. 200, which is made with a low 
back, Both are Disston quality: there 
can’t be better. . 


Aren’t all hack saw blades about 
alike? 
No. Disston Hack Saw blades 
e cut better and last longer. They 
are made of Disston Steel. The teeth 
are milled at a special angle, to give 
them the greatest cutting speed and 
durability. And every third tooth is a 
“cleaner” tooth, to carry chips out of 
cut and save the cutting edges. 


What kinds of hack saw blades 
¢ does Disston make? 

A Regular all-hard and flexible 
e blades. The all-hard blades are 

called Disston Chromol and the flexible 

blades are called Disston Duraflex. 


O What are the best blades to use? 


e Disston Chromol and Disston 
Duraflex Hack Saws? 
Disston Chromol (all-hard) 
e blades are suitable for general 
purposes, while Disston Duraflex (flex- 
ible) blades are suitable where awk- 
ward cutting positions are encountered 
and for use by unskilled workers, be- 
cause of their flexibility and ability to 
withstand abuse. 


O What is the difference between 


When should Disston Duraflex 

e blades be used? 
Where the stock to be cut is un- 
e stable and apt to break the blade 
(for example, electrical flexible con- 





duit); or where cutting has to be done 
in an awkward position, or under such 
conditions that a straight, even stroke 
is difficult to maintain; or where the 
operator is inexperienced and by care- 
lessness breaks all-hard blades. 


Disston Hack Saws are 14, 18, 24, 
¢ and 32 teeth to the inch. Which 
should be used under different con- 
ditions? 
In general, the space of two 
e teeth on the blade should never 
be greater than the thickness of the 
stock to be cut. Two or more teeth 
should be engaged in the work at all 
times. 


How should a Disston Hack Saw 
e be used in a hand frame? 


A Strain blade tightly in frame. 
e Cut slowly, not over 60 strokes 
per minute, for best results. Put pres- 
sure on forward stroke to avoid slip- 
ping and lift slightly on backward 
stroke. Make each stroke do its work. 
Do not bend frame sideways. 


What causes breakage of teeth 
e and blades? 


A The breakage of teeth is caused 
e usually by trying to saw metal 
that is too thin for the number of 
teeth per inch in the blade. (Remem- 
ber that at least two teeth should be 
engaged in the work at all times.) 
The breakage of the blade itself may 
be caused by failure to strain the blade 
tightly in the frame or by carelessness 
in bending the frame sideways and so 
snapping the blade. 


What causes undue wearing 
e away of teeth? 
Overspeed and insufficient pres- 
e sure, which cause unnecessary 
wear and slipping of the blade, with 
only partial cutting effect. 


Write for booklet, “Disston Hack Saw Blades.” It contains infor- 
mation of value to hardware merchants or salesmen. Address Dept. 1. 





DISSTON “LIGHTWEIGHTS” 
AND REGULAR MODELS 
MEET EVERY DEMAND 


In the entirely new line of 
Disston Hand Saws there are 
seven Lightweight (Ship) pat- 
tern saws and eight Regular 
pattern (standard width) saws. 

Many mechanics prefer the 
narrower and lighter blades be- 
cause they are easier to use in the 
lighter sawing that the carpenter 
does today. 

But, for those who prefer the 
wider saws, you still have the 
Disston Standard Width Saws. 


These pictures show the differ- 
ence between “Lightweights” and 
“Regular Patterns.” 


4 





E* 















D-8 D-8 
7 Regular 
attern Pattern 


All the new Disston Hand 
Saws, whether Regular or Light- 
weight Pattern, have these 
features: 


Greater beauty. 

Lighter blades. 
Narrower blades. 
True-taper grinding. 
Thin, yet stiff. 

Higher polish. 

Striped backs. 

New handle designs. 
Weatherproof finish handles. 
New handle tags. 

Better boxes ; new labels. 


The new line of Disston Hand 
Saws insures better service for 
the user and more sales for you. 


Now is the time to display 
these finer saws. Disston adver- 
tising, to mechanics and amateur 
mechanics, is creating new de- 
mands constantly for “The Saw 
Most Carpenters Use.” 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,"’ PHILADELPHIA, U.S. A. Canadian Factory, Toronto 
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Quick Sales!—with Evansville 
**Self-Seller’? Hammer Tray 


All 16-Ounce 


Increase | 
Your Hammer AMMEN RED TIP Bell Face 
Hammers 


Sales 


You can sell more 
hammers with this new 
Evansville ‘‘Self-Seller’’ 
Hammer Tray. It gives 
you the same opportuni- 
ties for window and 
counter display that are 
so necessary in modern 
merchandising. Past ex- 
perience has proved our 
hammer tray to be the 
logical method through 
which hardware dealers 
can increase their ham- 
mer sales. This tray re- 
duces your selling ex- 
pense and increases your 
profits. It will pay you 


Only 16-ounce bell 
face hammers are fea- 
tured in this quick-sale 
unit. These hammers 
meet the need of the 
householder or expert 
tool user. They are nice- 
ly finished, perfectly 
balanced, and priced to 
make quick sales. 

The Crescent Ham- 
mer is painted black, 
with polished face and 
green stained handle— 
good value for 50 cents 
retail. 

The Acme Hammer is 
nicely ground with black 
ig 4 painted sides, polished 
to feature this ‘“‘Self- claw and face, and green 
Seller” unit in your stained handle. It re- 
window or on your tails for 75 cents. 
counter. The Evansville -2 The Red Tip is stand- 
Hammers will sell them- ard full polished with 
selves! EVANSVILLE \{ “+ ANEVILLE "EVANSVILLE | handle—a real value for 

crea | if ‘Goop SERVICE Good Ssazivice,| $1.00. 
“ae a) Nill FOOLS _ aa ; + | 


CATALOG No. 300 


Evansville “Self-Sellers’’ Give Good Display in 
Mass or Separate Display Units! 








iy 
5 























Here you see the flexibility of The tray adapts itself easily to 

the Evansville ‘“‘Self-Seller’” Ham- mass or individual display for 

mer Tray. You can feature all three counter, window, or table top use. 

grades of hammers as a compact - 

unit (see above) or you can split Note:—Any one of the three grades o 

the tray into three individual units. [hammers inctaded in hietray can be pur: 
OUR PROPOSITION IS— Dealer’s Cost Retail Value 
Cat. No. C-114% 14 Doz. 16 oz. Bell Face CRESCENT Nail Hammers @, $2.00 Net $3.00 ($ .50 value) 
Cat. No. B-184114 14 Doz. 16 oz. Bell Face ACME - - -- Nail Hammers @ $3.00 Net $4.50 ($ .75 value) 
Cat. No. 311% 14 Doz. 16 oz. Bell Face RED TIP -- Nail Hammers @. $4.00 Net $6.00 ($1.00 value) 








In all—11%4 Doz. 16 oz. Bell Face Nail Hammers $9.00 Net $13.50 


We Will Ship Through Your Jobber — Use This Coupon 
EVANSVILLE TOOL WORKS, INC., Evansville, Indiana 
Gentlemen: Send One “Self-Seller” Hammer Tray, and bill through my Jobber. 
NAME OF JOBBER............. Rpts ane NOLS PEL OUR FIRM NAME sen ade ccabaseed cpkud dese aw dealh si dv'éncvien'e 
iS chet cisciniees cc seve rice saabnc aa wis ADDRESS..... . sualia ad pla didauetieniiespes tenes cen 
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THE ATKINS NEWEST AND MOST 
SCIENTIFIC DEVELOPMENT 


IN 





NOS. 7 AND 8 


These Cross Cut Saws “THE METEOR’ are possi- 
tively the finest and best—the most modern develop- 
ment in the history of saw making. 

They offer new sales possibilities to hardware job- 
bers and dealers. Their construction is individually 
and exclusively ATKINS, and there is nothing in the 
saw world that will equal them for: 


Ease of operation— 
Rapidity in Cutting— 
Life of cutting edge— 
Rapid turnover. 


These METEOR Saws are being advertised all over 
the United States, east of the Rocky Mountains, with 
specific direct mail advertising among farmers and tim- 
ber cutters. Once a saw user gets his hands on one he 
wants it—it will pay you to have “THE METEOR” 
Cross Cut Saws in stock. 

Made in two patterns, No. 7 Wide Pattern, and the 
No. 8 Narrow Pattern. 

Complete details and prices of these modern saws on 
request. 

Specify “THE METEOR’—“‘THE FINEST ON 
EARTH,” when ordering for future delivery. 





Sree” ATKINS Sik 





THE SAWS WITH THE BLUE STICK 


FASTER CUTTING 





IT PAYS TO 
SELL ATKINS LONGER LASTING 
BETTER SAWS BETTER SALABILITY 
DE NARROW 
PATTERN 


— E.C. ATKINS & CO. 


Home Office and Factory, INDIANAPOLIS, IND. 


Established 1857—The Silver Steel Saw People 
Machine Knife Factory, Lancaster, N. Y. 


Canadian Factory, Hamilton, Ontario 


Branches Carrying Complete Stocks in the Following Cities: 
NEW ORLEANS PORTLAND, ORE. SEATTLE PARIS, FRANCE 


ATLANTA CHICAGO 
MEMPHIS MINNEAPOLIS NEW YORK CITY SAN FRANCISCO VANCOUVER, B. C. 
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KEEP YOUR STOCK 
COMPLETE 


There is a sure local demand for Screen 
Doors and Window Screens, but you 
must have the goods on hand to secure 


the business. 


Seven CONTINENTAL Factories, well 
located, can give jobbers immediate ship- 
ment during the entire season. 


Jobbers carrying the Continental Line 
can therefore always make prompt ship- 
ment to their local dealers. 

When buying Continental Goods, you 
have the advantage of QUALITY, SER- 
VICE, SATISFACTION and DE- 
PENDABILITY. 


Write your jobber for further information and prices. 


CONTINENTAL SCREEN CO. 


DETROIT, MICH. 





Quality Screen Doors 
and Window Screens 


w 
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You'll Be Surprised 
How This Stand Sells Chain 


When this portable metal display stand is kept near the front of your store—first 
one customer and then another will be attracted to the chain so conspicuously 
displayed and be reminded of their needs. 








, 





“T want 40 feet of the smallest size,’ says one—“Cut off 60 feet of the largest 
size,” speaks another—and so it goes day after day until you soon need refills. 









See what a difference it makes when you bring your 
chain stock out in the limelight instead of hiding it 
in boxes and bins. One dealer sold more chain in 45 
days with an Orange Seal Display Stand than in a 
whole vear the old way. Another merchant found this 
display stand one of the best sales helps in his store. 
You can measure and cut any length of chain desired 
in a few seconds. And no waste! What a conve- 


nience ! BRIDGEPORT CHAIN 


Lasts I r 



















The 4 sizes in this No. 3 Assortment are the tested 
best sellers. Note contents— 













350 ft. Reel No. 4 “Brown” Chain 
250 ft. Reel No. 1 “Brown” Chain 
125 ft. Reel No. 3/0 Triumph Chain 
175 ft. Reel No. 2/0 “Brown” Chain 







All Sherardized. All rust-proof. 
All Bridgeport Chain—which 
means quality. 











Rack is Olive Green with a Top 
Sign in 3 colors. Both rack 
and reels are easily moved. The 
low cost is soon returned in turn- 
over and profits. 












Your Jobber will supply you. If 
not write and we will give you 
the name of the nearest Jobber 
who will. Send for literature. 















REFILLS 









3est results are secured when 
you keep up your stock. Order 
refills from the same Jobber who 
supplied the stand. 







The Bridgeport Chain & Mfg. Co. 
Bridgeport, Conn., U. S. A. 
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Links and Rivets 


CHAIN is as strong as its weakest 

link. So, too, the strength of any 
product held together by means of 
rivets is largely determined by the 
quality of the rivets used. Our rivets 
are made from special metal that in- 
sures maximum strength. Constant 
inspection keeps our Tubular and 
Clinch rivets uniform in quality. 





Pacific Coast Representative, 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


———by the keenest 
buying brains in the country 





TUBULAR RIVET & STUD 
COMPANY 


BOSTON , 






The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 

Jubular and 


Clinch Rivets 
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TESTS 
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Tests are conclusive ’ 
co 


ese 


OMB Raa Nil et ON 


O PROVE the open waterway of 
Bull Dog Cord Hose we tried a number of 


interesting experiments. The hose was bent, 


Ey 


twisted and knotted in every conceivable way, 
and still it didn’t kink. The round outside 
diameter showed no creases or sharp corners, 
proving that the wall of the hose held its firm 
shape and structure. 

Water was then poured in from a funnel at 
one end of this knotted hose and began to run 


out at the other end with amazing promptness. 





The faster it was poured in, the faster it ran 
out, until the laboratory men begged us to stop 
; for fear of a flood. 

{ Still one or two were not convinced. So a 
handful of white powder was placed in one 
end of a 50-foot length of hose knotted and 






















twisted as closely as possible and one of the 
experimenters blew through the hose. The 
chap at the other end was immediately con- 
vineed. 

We have also tested Bull Dog hose in actual 
service under all sorts of conditions. It has lain 
all summer through drenching rains and 
under the broiling July sun on golf courses, 
subjected tothe roughest handling by park and 
cemetery employees, florists and gardeners, 
and dragged over broken ground and exeava- 
tions by contractors in modern building and 
general construction. 

No test— experimental or prac- 
tical—has found a weakness in 
Bull Dog Cord, the new garden 
hose that is really flexible! 


















CAMBRIDGE. MASSACHUSETTS U.S.A. 




















HOSE 





FLEXIBLE AS ROPE! 





“A S§ 








HARDWARE AGE for APRIL 25, 1929 


Sydat this thief of 


















a a st. manne. \ 
: ys. 2na.Grade \ 


3200p painters anddeelers from50typ | 


figures resulting in 
el ey Serpe 


ist GradePaint :2ndGradePaint amma 


sda f2m ee sae 









Brice pr 





“ let the cheap-price-per-gallon paint 
Hum-Bug rob you of the big share of 

your community paint profits — and don’t 

“meet” that kind of competition at the cost of 

your quality reputation and goodwill! 


Save your customers hundreds of dollarson the i 
cost of keeping property paint-protected in- } 
stead of saving a few trifling dollars on first cost. , 
Send for booklet, “Swat the 
Cheap Paint Hum-Bug!” — 

ask about the Sun-Proof 


proposition. 








~ 











PITTSBURGH PLATE GLASS” re) 


Paint, Varnish and Lacquer Factories, Milwaukee, Wis. - PITTSBU RGH aentne N.J., Portland, Ore., Los Angeles, Cal. _ 


(oof Products 
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for handling and storage. 





ber 24—24” high—elliptical shaped top reinforced by iron strips—steps 

ouien ts and fastened with cement —_ og ‘ * Leh FS  ~ 
rac m e $s d t 

for banding and ‘ste mouth colonel catiagts while in use is impossible due 


an automatic safety lock under the seat. Made of hardwood and finished 


te 
like expensive furniture. Furnished with or without rubber step treads and top. 


These safety step ladder stools win cus- 
tomers because of their convenient design 
—strong construction—handsome appear- 
ance and reasonable price. 


Four Models—Six Colors 


With a stool in very price range and six 
beautiful enamel finishes—white, blue, red, 
yellow, green or mahogany—also natural 
varnish—the Crakerjac dealer can satisfy 
every ladder stool need. 


Make your store headquarters for this 
modern home necessity which offers quick 
turnover and good profits. Write today for 
complete information and prices. 


Sterling Woodenware Co. 
Sterling - Illinois 


Also Makers of Crakerjac Curtain Stretchers 








LEAD-IN-OIL‘ 











Dutch Boy soft paste 
white-lead has easy- 
breaking qualities—gives 


pure lead paint ...quick 


eee net and other buyers 
of white-lead are turning 
more and more to the use of this 
easy-to-thin lead-in-oil. 

With Dutch Boy soft paste 
white-lead, “breaking-up”’ 
is greatly speeded. Soft paste 
can be brought to brushing con- 
sistency at the rate of a gallon 
of paint a minute. 

Dutch Boy soft paste is pure 
white-lead and pure linseed oil, 
differing from regular or 


HARDWARE AGE for APRIL 25, 1929 






form 





complete information. 


DUTCH BOY 
SOLDER 


Another Dutch Boy prod- 
uct is solder, There is a 
Dutch Boy solder for 
every purpose, the line 
including bar, ingot, 
wire, resin-core and acid- 
core solder. Write for 


ereeGrrm, [a 


DUTCH BOY | 








soft paste its easy-breaking 
qualities. 


The user of Dutch Boy soft 
paste white-lead saves time and 
labor in mixing pure lead paint. 
This more convenient form of 
lead-in-oil also tints easily. And 
it produces a smooth paint that 
spreads in a superior manner 
...a pure white-lead paint, the 
standard for generations. 


WHITE LEAD 


SOFT PASTE 





Dutch Boy soft paste white-lead is 

the same strictly pure lead-in-oil al- 

ways sold under the Dutch Boy 

trademark. It simply contains a 

higher percentage of linseed oil than 
the regular grinding. 


Dutch Boy soft paste white- 
lead is sold by the pound in 
100 Ib. steel kegs and in 





50, 25, and 12% Ib. steel 





heavy paste lead only in 


that it contains a higher NATIONAL LEAD COMPANY pails. 


‘ . New York, 111 Broadway - Buffalo, 116 Oak St. - Chicago, 900 . 
percentage of oil. It is West 18th St. - Cincinnati, 659 Freeman Ave. - Cleveland, 820 ZK aN 
° ° P West Superior Ave. + St. Louis, 722 Chestnut St. - San Francisco, fds 
this extra oil, ground in 235 Montgomery St. + Boston, National-Boston Lead Co., 800 gEY” 
. Albany St. - Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth wt ‘a 
at the factory, that gives Ave. * Philadelphia, John T. Lewis & Bros. Co., Widener Building ey 
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Instant 
SUCCESS 


Enamel 


packed in glass 







wins praise and profits 


URPHY enamel in glass has won 
instant praise and acceptance by 
hundreds of dealers. These brilliant Murphy 
Quick Velvet Enamel display cases with 
their glittering rows of bright colored jars 
are certainly creating a lot of excitement 
in the trade, to say nothing 
about the customers. 

The fact is that women 
simply can’t keep their hands 
off when they see these gems 
of lovely colors. They start 
right in to find some excuse 
for buying this color and 
that. Then they begin to 
think of home-painting really 





seriously and, before you know it, you have 
sold quite an order. You see, the small 
jars also act as color cards, to sell the 
larger cans. 

It’s a great idea! Fine for everybody— 
the customer, you, and ourselves. 

Let’s go! Let’s all get 

plenty of the extra profits in 
this brand new idea in en- 
amel merchandising. 

Send today for your dis- 
play and all the information 
on how to increase your 
profits in enamel. 


MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 


Murphy Quick-Velet nage | 
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ADAMS BRUSHES 


THE MODERN METHOD 
OF PAINT SELLING 


Is Based Upon This 
Indisputable Fact. 





a 
> 


No paint sale is completed until that 
paint is applied on the surface and the 
customer is satisfied with the job. No 
paint can satisfy a customer unless it 
is applied correctly. So, the modern 
retailer sells a good brush with every 
can of paint. Result—the customer is 
satisfied, and the customer buys more 


paint. 


For over one hundred and twenty years, 
brushes have been made by Whiting- 
Adams for this single purpose—to apply 
good paint correctly. Modern retailers 
sell these brushes as an important aid to 
increase their paint sales. Here is the 


reason. 


Throughout this long period of produc- 
ing fine painting tools, Whiting-Adams 
brush designers have perfected and im- 
proved the secret of good brushes—the 
skillful blending of bristles. This exten- 


sive experience has produced perfect 
brushes for every type of paint applica- 


tion. 


If you are interested in this “Modern 
Method of Paint Selling” you will write 
to the Whiting-Adams Company, 695 
Harrison Avenue, Boston, U. S. A., men- 
tioning the line of paints you stock. 
Then we shall gladly outline in a personal 
letter to you, the application of this new 
selling method in relation to your own 
store. 





yo Nan D4 Ne 4 BRUSHES 
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‘lt Was a 


Happy Day 


when I decided to stock 


SAPOLIN SPEED ENAMEL’? 


. says WALTER BATTEN 
of Babylon, N. Y. 








*S“NOOD DAY,’ chirped 

Speedy, as he breezed 

into the store of Walter Bat- 

ten, 170 Deer Park Ave., 
Babylon, N. Y. 


“Good day—I'll say it was!” was Mr. Batten’s snappy rejoinder...‘ When 
I decided to stock SAPOLIN Speed Enamel four months ago I gave your 
man an order for about $120.00 covering small sizes only. Since thenI have 
reordered seven times, from the small size of 4 pint to I gallon... My 


customers are well pleased and they 


have told their friends about it. I, too, 


have used SAPOLIN Sheed Enamel in my home and I like it very much.” 


Mk. Barren’s experience with SAPOLIN 
Speed Enamel is by no means exceptional. 
Throughout the trade, the success of this re- 
markable 4-hour-drying enamel has spread to 
every corner. Possessing sales advantages dis- 
tinctly its own, SAPOLIN is bringing to 
thousands of dealers a high-speed turnover 


SAPOLIN 
SPEED ENAMEL 


Dries glass-hard in 4 hours! 
So easy to apply that even a 
novice can handle it expertly! 





and volume beyond all expectations. . . Sup- 
ported by an intensive program of local sales 
promotion, SAPOLIN Speed Enamél is the 
sort of product you can get behind aggressive- 
ly and know that it will make good! Take 
the first step in the direction of bigger business 


by signing and mailing the coupon—now! 


r 
SAPOLIN CO., INC. 
! 229 East 42nd Street—New York City 
Gentlemen: 

| I have to be shown! Send me a full-size can of 
1 

| 

1 

I 

| 

I 

a 


SAPOLIN Speed Enamel without charge or obli- 
gation and I’ll let you know what I think of it. 


NGMNE OF StOF Civics cscs sees 
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I am “SPEEDY” 


Home-Decorator! 
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Expect better sales 
from a better remover 








If Lingerwett were made from the same materials, 
to the same formula, and by the same methods as 
other removers, you would expect about the same re- 
sults. And about the same sales. 

Don’t! Lingerwett is very different. The results are 
very different. If your customers have not found that 
out, you owe it to them and to your own bigger profit 
to tell them. It means money saved for them and money 


made tor you. 


The Wilson-Imperial Company, Newark, N. J. 


By all odds the quickest and 
easiest known way to remove paint, 
varnish, shellac, lacquer, and 
enamel from old surfaces. 











TheOnny Convenient Way- 


to keep “that general grayish 
tinge” out of clothes, permanently 
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“Misleading washing machine advertising has caused a very 
widespread and dangerous reaction among washer users.” 


The truth is that clothes cannot be kept permanently 
free from “grayness” and “harshness” except by soaking 
and boiling them—or—by the use of the “two successive 
suds” method advocated by the Good Housekeeping 
Institute—a method which is thoroughly convenient only 
with the Dexter Fastwin—a method which has been con- 
sistently recommended for 16 years by 


The CO. Mie" 























pote* volume washer dealers all over the 


country have already definitely proved 





that the Dexter Fastwin gets them a far greater 


proportion of sales to demonstrations than any 


other washer they ever sold. This is true be- 
cause the Fastwin enables the dealer to lump 
together all the scores of good single-tub 
washers and dispose of them completely with 
one simple fact—the fact that only with a two- 
tub, submerged-agitator type of washer is the use 


of “two successive suds” thoroughly convenient. 


Ask for the Dexter “Story” Book 


Also ask to have a Dexter representative make 


a comparative washing demonstration in the 





home of one of your prospects—and watch her 
choose the Dexter Fastwin. Ada 







In addition to the Dexter Fastwin with its knock- 
out super-sales story, its protected margin for 
active merchandising and its rock-bottom serv- 


icing cost, you will want the Ada 





The most substantial washer in the very low 


price class—and the most beautiful. 


The DEX 
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Today, the circulation of 


HARDWARE AGE 
is at the peak of its 


74 years of publication 


20,114 


NET PAID A. B. C. CIRCULATION 
December 31, 1928 


The effectiveness of the editorial service of HARDWARE AGE 
is conclusively attested to by its consistent growth at the highest 
subscription price of any hardware paper in the country—$3.00 
annually—although numerous hardware papers are sent to these 
identical readers free and uninvited. 


HARDWARE AGE is bought exclusively on its editorial appeal 
and merit—no extraneous services are offered to subscribers. 


This concrete evidence of reader interest—expressed in coin of the 
realm—is the advertiser’s best insurance that his message is reach- 
ing a receptive, attentive and influential audience. 


Experienced manufacturers recognize the superior penetration of 
HARDWARE AGE into the hardware market by investing more 
advertising dollars in HARDWARE AGE than in all’ other 
national hardware papers combined. 


pee RaeRER EES I 
a ee ee 


“A U-B-P Publication” 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 


Charter Member A.B.C. Charter Member A.B.P., Inc. 
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COCK SPRUCE LADDER( 


Babcock Ladders 
are made SAFE for 
every purpose. 
Every style is man- 
ufactured from Air 
Dried, Clear 
Grained Spruce. 
The full strength is 
left in the lumber. 


They sell on merit. 
Order from us now. 
We pay the freight. 








£SS ws 
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THE EVEN PRESSURE SPRAYING MACHINE 


WELL ADVERTISED! 





Mr. 
PLASTIC 
WOOD * 


Will Fill 
the Holes 


The Saturday Evening Post, 
the American Weekly, Popu- 
lar Mechanics and Industrial 
Power carry the Atomister 
story to millions of people this 
month. 



















Don’t fail to stock up with 
this fast-moving and _profit- 
making spray gun—the 
Atomister. 
Model “B” 


$39.50 


Air Compressor and Spray 
Gun Complete 








Knot holes, mouse holes, screw holes, any kind of 
smaller holes, are quickly and permanently filled 
with Plastic Wood, the amazing product that han- 
dles like putty and hardens into wood. It’s a great 
seller for household repair jobs—does not disinte- 
grate or crumble, and takes paint, lacquer and var- 
nish perfectly. 


Carried by Hardware and Paint Wholesalers 
Y, lb. can 35c each 1 Ib. can $1.00 each 
12 cans to a carton—less 3313 % 
Addison-Leslie Co., Mfrs., 1 Bolivar St., Canton, Mass. 


*A request on your store letterhead will bring a free quarter pound canof THE ATOMISTER CORP 


A 
E Wood for practical use or for making a Plastic Wood mannikin. 
| 39 Hamilton Street, Rahway, N. J. 
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Get this 














é $50,000 plan 
' working for you 


This advertisement is published by The New Jersey Zinc Company for the Save-the-Surface Campaign. 














F you really want more sales and larger profits 
the way to get them is to use the successful 
selling methods employed by progressive paint 
dealers. Such business-building methods arenow 
ready to be put into your hands and applied to 


your over-the-counter contacts with customers. 


At a cost of $50,000, the entire paint trade has 
been combed for the kind of methods, ideas and 
facts that produce results. They were collected, 


organized and put in shape for you to use. 


Put them to work for yourself immediately. En- 
roll in the Course in Retail Selling of Paint and 
Varnish. It costs only $12—an amount so small 
that the larger profi ts from a few sales will cover 
it. And you will see your selling improve and lar- 


ger earnings come your way. 


Mail this coupon today 





SAVE-THE-SURFACE CAMPAIGN 
| 18 EAST 41st STREET 
NEW YORK CITY 
Gentlemen: I am interested in your $50,000 plan 
for making more sales and profits. Please send me full 


details of your Sales Training Course for Retailers at 
once, without obligation. 


Name 





ZA 


























24 HARDWARE AGE for APRIL 25, 1929 














To have satisfied customers and a satisfactory 
\) It’s the Abrasives That You amount of trade you must sell satisfactory mer- 
Carry to Back Up What You chandise. Safety, Service, Satisfaction are built into 


Ne BASMaetesd Amn || LELLEY LADDERS 


was first manufactured and then ' Carry goods that you are proud to sell. Complete 
adapted to its uses. The use came fine of Extension Ladders, Single Ladders, Step 
first and then the B-A Surface- | adders, Extension Ladder Trestles, etc. 





Coated Abrasive was made specific- f Write for catalog and prices 
ally and scientifically to fill that use. | The John S. Tilley Ladders Co., Inc. 
Thus, there is a B-A Surface-Coated | Watervliet, N. Y. 








abrasive for every type of need. 





Your knowledge of the require- 
ments of those in the paint field, 
regardless of how thorough it may 
be, is absolutely worthless if you 
lack the goods that back up what 
you say. 















Do you know the complete story 
of B-A Waterproof Surface-Coated 
Abrasives for water rubbing? Do 
you, in a word, know that B-A 
Surface-Coated Abrasives demand 
your attention if you would build 
on the repeat business of a tradi- 
tionally excellent product? 

Pass the buck to us. Challenge us to 
sell you the Surface-Coated Abrasives 


that have set the standard in quality 
since 1828. . 
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DIXON B 
For Railroad Industrial Household Use 
NOW A DEALER SPECIALTY 








. . from bicycle rims to bridges! 


A DECADE ago the use of an aluminum paint was 

considered a novelty. Radiators, an odd job here and 
there called for an aluminum finish, but that was about the 
limit of its popularity. 


Ten years later we find Dixon’s Bright Aluminum used on 
smokestacks, bridges, tank cars, plant equipment, fire hy- 
drants, water tanks and a hundred other surfaces. 


Nor is its use confined to railroad and industrial mainte- 
nance work. As a priming coat under house paint it is un- 
excelled. Steam and water pipes, automobile motors, cellar 
walls and ceilings, radiators, etc., all stand out in brilliance 
and cleanliness under one coat of Dixon’s Bright Aluminum. 
Because of its “all-purpose” characteristics, it meets the 
consumer demand, household or industrial. 


The six gallon standard case includes half-pints, pints and 
quarts. 


Packed also in half gallons, gallons, steel kegs and drums. 
Write for Dealer Booklet 40-JDB 


PAINT SALES DIVISION 


JOSEPH DIXON CRUCIBLE CO. 


Jersey City xe New Jersey 


Established 1827 








. .. Reasonableness of Price... Fair Profit... Opportunity of Sale... 


~ 
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Our Other Products 


Include 


Netwick Poultry Fence 
Graduated Poultry Netting 
Galvanized Hardware Cloth 
and the following brands 
of Screen Wire Cloth 
Cortland Black Enameled 
Graywick 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


= 
[ESTAS LISHED 1873 


‘BR 


WICKWIRE BROTHERS 
Hexagon Poultry Netting 


Poultry owners often ask: “What makes 
Wickwire Brothers Poultry Netting /ast 
so long?” The reason is because it is 
made of Open Hearth Steel which is 
superior to Bessemer because it is far 
more rust resisting. 

Another reason is the thorough coat of good 
quality galvanizing we use which gives added 
protection. 

The Wire is drawn in our own mills and all 


processing through the Steel Plant, Rod Mill and 
Wire Mill is under our constant supervision. 


Our products have maintained a national reputa- 
tion for quality and satisfaction for more than 
50 years. 


Sell the best and hold customers. 


Your Jobber Will Supply You 
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| WINCHES TER 


TRADE MARK 














© 3 | 
oo 
Week of 


Apr. 21st to 27th 
“On Your Wark!” 


you can start in any time 
and do a good business 
in Winchester new line 
products. But the dealers 
who will profit most are 
those who are already on 
the mark and ready to 
**GO”’ with the first shot 
of our big consumer cam- 
paign that will start June 
15th. You doubtless are 
known as having always 
handled Winchester Guns 
and Ammunition but let 
it be known that you are 
now handling all the other 
Winchester Products (lis- 
ted at the right) and no- 
body in your community 
can get the jump on you. 
Flash an “Information 
Wanted” signal to your 
jobber NOW and be “‘un- 
der the wire’ with a com- 
plete stock on hand by 
June 15th. 


























WINCHESTER 


Guns and 
Ammunition 


WINCHESTER 


Cleaning and 
Lubricating 
Preparations 


WINCHESTER 
Flashlights and 


Batteries 
Radio Batteries 


WINCHESTER 


Ice and 
Roller Skates 


WINCHESTER 
Fishing Tackle 


WINCHESTER 
Cutlery 


WINCHESTER 
Tools 


Winchester Repeating 


Arms Co. 


New Haven, Conn., U. S. A. 
New York Office and Showroom | 
3 


12 Broadway 
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TWO STORES 


THIS STORE 
/NOTWORTH 10¢2- $12 STORE | 




















SELLS PRICE— 


THIS STORE 


LIVEWIRE << COMPANY 
[etter HARDWARE S35 
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SPECIALS 


SELLS QUALITY, SERVICE, GOODWILL. But where necessary, 


cause it Features 
WORTHINGTON 100th ANNIVERSARY SPECIALS. 
Real Quality Merchandise at Bargain Prices 
Let Us Tell You About Them 


1829 The Geo. Worthington Co. 1929 


CLEVELAND 





You Don’t Hear Much About Quality—or Expect to. 


it sells Price too—Good Merchandise at a Price—Be- 
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Here they come! Bravo! Hur- 
rah!! Salaam!!! The Royal 
Couple, cynosure of every eye, 
the observed of all observers. 





Builders to right of them, contractors to left of them, 
architects in dignified excitement beside them, and 
hardware men all around them. 


Who? Why, just two people who are going to build 
a house, that's all. And they're going to employ 
someone to help them and they'll have to buy lots of 
materials, including hardware. 





display of McKinney Hardware in their window. Note the Microphone 


f Murta, Appleton & Co., Philadelphia, recently had this ey’-arresting 
S display, advertising the weekly program of the McKinney Musicians 


She Royal Gouple 








i 


They're very human folks, these two. And they'll 
buy the kind they've taken a liking to — identified 
by the name which springs almost automatically 
into their minds. 


You know that McKinney Hardware is “on the air” 
every Sunday at 4:30 (E.S.T.) with a National Broad- 
casting program; that now—and during past years — 
national magazines carry the name McKinney into mil- 
lions of homes. There has never been an advertising 
campaign on hardware to equal the 1929 McKinney 
program in scope and number of people reached. 


The people who hear and see this McKinney 
advertising write to ask us where they can buy 
it. Many never write, yet want to know just 
the same. 


Display McKinney Hardware in your window. 
Use the McKinney advertising aids—a window 
display with weekly Radio Program; news- 
paper electros, circulars, catalogs. Their Royal 
Highnesses, the couple about to build, want to 
know where to come for McKinney Hard- 
ware. McKinney Mfg. Co., Pittsburgh, Pa. 


McKINNEY 
% HARDWARE 
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DACK HORSES AND MOTOR TFRUCKS 


By LLEW S. SOULE 


ign in merchandising during the next 
 iew years will depend largely upon the abil- 
ity of individuals and industries to adapt them- 
selves to changing conditions. 


To be sure there have always been changes; 
but since the World War those changes have 
developed much more rapidly than during any 
other period in business history. The war 
changed the lives, habits and occupations of peo- 
ple everywhere; it brought about new living 
conditions and standards, and fostered a spirit of 
unrest. People began to demand new things, 
new methods, -new experiences. Like restless 
children, they wanted continual change. 


This spirit of unrest has expressed itself in 
the way we live, the way we dress, and the way 
we spend our money. The general attitude is 
reflected strongly in the wave of stock specula- 
tion which has swept the country. Very natural- 
ly it has also reflected itself in our buying habits. 


Strange as it may seem, independent distribu- 
tors of merchandise seem to have been slow to 
sense the change. Even though their own liv- 
ing and buying habits changed materially, many 
of them failed to see any connection between 
buying habits and selling customs. Often the 
merchant whose son is studying aviation, sees 
no inconsistency in attempting to sell hardware 
according to the methods of ten or even twenty 
years ago. He fails to realize that people who 
are thinking in terms of aeroplanes will not do 
their buying on a “horse and buggy” basis. 


But the independent merchant is not alone in 
that respect. He has plenty of company. There 
are wholesalers and manufacturers equally blind, 
so far as adapting their methods to the times 
is concerned. As a matter of fact there is more 
evidence of progress on the part of individual 
independent retailers than in the other branches 
of the independent distribution system. 


But—individual progress alone will not solve 
the present competitive problem. Individual 
realization of conditions and individual effort 
are factors, but collective thought and effort 
are absolutely necessary. So far as the distri- 
bution of hardware is concerned, we face an 





industry problem rather than an individual one. 

The independent retail hardware merchant can 
solve that part of the problem which deals with 
such factors as properly arranged stores, modern 
merchandising methods, control of stocks, selec- 
tion and variety of merchandise, reduction of 
store ‘overhead, training of employees, etc. 
These are all more or less individual problems. 
After he has solved them he still faces several 
problems which only the industry as a whole can 
solve. 

Among such problems is the one of general 
overhead, which tends to make the independent 
retailer’s prices out of line with those of his 
chain competitors. In that general overhead 
are unnecessary operations and services; over- 
lapping territories and duplication of sales ef- 
fort; over production; high distribution costs 
incurred by a scramble for volume sales. In 
addition there are the heavy costs due to un- 
warranted price cutting, hand-to-mouth buying 
by wholesalers and retailers, and orders which 
total below the cost of handling. 

Another industry problem is that of internal 
competition: manufacturers competing with 
wholesalers and retailers; jobbers competing with 
their retailer customers; merchants attempting 
to take on the buying, assembling. and distribut- 
ing functions of wholesalers. Until there is a 
more firmly established distribution policy, gen- 
erally recognized and followed in the trade, there 
will always be breakers ahead. 

Still another industry problem is one of po- 
licies. The time is rapidly approaching, if not 
already here, when producers of merchandise 
must definitely choose one avenue through which 
they will distribute their merchandise, and stick 
to that avenue. Manufacturers, wholesalers and 
retailers must adopt definite, clear cut business 
policies and adhere to them. Hodge podge 
methods and policies will not avail against the 
thorough organization system under which our 
mass distribution competitors operate. 

Meanwhile it is well to remember that it re- 
quires no more intelligence or effort to drive a 
motor truck than it does to lead a pack horse, 
and merchandising is conducted on paved roads. 
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HE 1929 Annual Congress of the National Retail 
Hardware Association will be held at Oklahoma 
City, Okla., from June 24 to 28 with headuarters 
at the Huckins Hotel. When the delegates to the Con- 
gress gather from all parts of the country, they will find 
themselves in one of the country’s most rapidly growing 
cities, located in the heart of a prosperous and intensely 
interesting area. It is most appropriate that a Congress 
of Merchants should meet in this southwestern city, to 
discuss ways and means for improving their services 
to the American public, for in Oklahoma City, a group 
of public-spirited merchants recently took over the reins 
of city government. From 
unbiased reports we learn 
that they accomplished 
many civic improvements, 
which have earned the ever- 
lasting gratitude of citi- 
zens and which should 
bring justifiable pride to all 
merchants, everywhere. 
Mayor Walter Dean is a 
jewelry merchant. His offi- 
cial family is composed 
largely of retailers. Accord- 
ing to a recent story in the 


Oklahoma City’s Post 
Office, located at 3rd 
and Robinson Streets, 
is a fine and imposing 
structure. 





City and its Mer 


to N.R.H.A. 


Rapidly growing southwestern city will 
present many interesting features for 
delegates to the 1929 annual congress 


Retail Ledger his election campaign was conducted and 
financed by a so-called “committee of 100” of which 
John O’Neil and the late W. J. Pettee were very promi- 
nent members. Mr. O’Neil is president of the Richards 
& Conover Hardware Co. and Mr. Pettee will be remem- 
bered as the former head of the W. J. Pettee & Co.'s 
large hardware store and its several branches. 

Among the important improvements which have come 
to Oklahoma City under the “merchant’s rule” govern- 
ment we read in this story of a ten million dollar bond 
issue for civic improvements; the solution of a very 
pressing traffic problem; the conversion of a general 
fund deficit of $183,000 into a surplus of $126,000; the 
placing of $151,000 of untaxed property on the rolls; 
reduction of water rate to 5 cents; and the establishment 
of a tax rate said to be the lowest since 1922. All of 
these changes, vital to the welfare of Oklahoma City’s 
residents are credited to the “merchants administration” 
put into office by leading merchants who took sufficient 
interest in their community to actively participate in 
local politics, not for the gain they might obtain but for 
the good they might do. 

The experience of these two leading hardware men 


Courtesy Oklahoma City Chamber of Commerce 








ee 


ne abe: 


(ae 











HARDWARE AGE for APRIL 25, 1929 33 





chant Administration to be hosts 


‘rom a huddle of shacks on the 
bare prairie 40 years ago Okla- 
homa City has grown to a city 
of 178,000 and is the capital and 
metropolis of the state. The 
city was founded in 1889 when 
the state was opened to settle- 
ment, and is growing in popula- 
tion at the rate of 1500 a month, 
getting very close to its “200,000 
by 1930” goal, which has been 
the slogan of the city for the 
past two years. 


More than 1200 wholesale 


distributing houses in Oklahoma 
City last year did a_ business 
totaling $410,000,000. The city’s 


Left: An aerial view of 
the down town section of 
the city. Below: Robinson 
Street, looking north. 





1 ~~ A 
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Courtesy Oklahoman and Times, Okl 
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ahoma City 





Courtesy Oklahoman and Times, Oklahoma City 


and their fellow merchants should be an inspiration to 
the hardware delegates who will come from all parts 
of this country to the N. R. H. A. Congress. They are 
assured of a genuine and hearty welcome from every- 
body in Oklahoma City including the merchant mayor 
and other public officials. 

Oklahoma City is a clean American city with every 
modern facility. It has good buildings, fine homes, at- 
tractive parks, wide-awake citizens and an industrial and 
commercial record which is much to its credit. 


"Tere are producing oil wells within sight of the 
downtown area. Seventy miles to the southwest is the 
largest oil field in the world—the Seminole field, a bee- 
hive of activity, picturesque and intensely interesting 
to the visitor. 

Miller Brother’s famous 101 Ranch is at Ponca City, 
100 miles to the north. The Kiamichi region in the 
southeastern part of the state offers splendid fishing and 
is rich in scenic beauty as is also the beautiful play 
ground region at Sulphur and Turner Falls in the 
Arbuckle Mountains 100 miles to the south. Fort Reno 
less than 40 miles to the west has the largest U. S. Army 
remount station and horse ranch in the country. Guthrie, 
former state capital is 33 miles to the north and boasts 
the largest building in the country devoted exclusively 
a to the use of Masonic orders. 
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annual retail business 
exceeds $150,000,000. 

Building under con- 
struction in the city 
totals $3,400,000. 
Building now defi- 
nitely planned adds 
another $8,100,000. 
In addition construc- 
tion proposed and 
seemingly assured of 
getting under way 
during the coming 
year aggregates $9,- 
675,000. This makes 
a total of $21,175,000 
in buildings already in 
sight. 

During 
building permits 
exceeded $2,000,000. 
Permits for the past 
22 months, with one exception, have exceeded $1,000,000. 

The “$1,000,000-a-month”’ record is unbroken for the 
past 19 consecutive months. 


March, ee 


Tue city has more than 2300 acres of public parks 
and thousands of new, comfortable, “homey” homes. 

Development throughout the state in all lines of 
human activity warrants and supplements the growth of 
Oklahoma City. Total value of the production of Okla- 
homa’s 192,000 farms last year was $483,382,000. 
Mineral production totaled $491,400,000. Manufac- 
tured products approximated $465,000,000 in value. 
These, with other minor items, give the state a gross 
annual income of more than $1,500,000,000. 

Oklahoma ranks: first in value of oil and gas pro- 
duced; second in volume of oil; first in zinc, produc- 


Oklahoma City is known for its fine homes. 


Courtesy Oklahoman and Times, Oklahoma City 
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Courtesy Oklahoman and Times, Oklahoma City 
Grand Avenue, Oklahoma City’s secondary business street. 


ing more than all 
other states combined ; 
second in lead; first in 
broomcorn; third in 
wheat; third in cot- 
ton; third in grain 
sorghums; fourth in 
pecans; seventh in 
grapes; second in 
total mineral produc- 
tion; first in per 
capita value of 
mineral and agricul- 
tural products com- 
bined ; second in com- 
bined value of min- 
eral and agricultural 
products; second in 
production of turkeys ; 
first in per acre value 
of crops over per acre 
value of plow land. 

Oklahoma produced 3,818,000 short tons of coal in 
1927 and has enough coal to last 3000 years at the 
present rate of mining. 

These figures tell something of the story of growth, 
development and business condition of the territory into 
which the hardware men of the nation will come when 
they hold their Congress this year. 


Ovxtanoma CITY is not without experience in 
entertaining conventions. Such gatherings totaling 283, 
with a combined attendance of 110,624, met here in 
1928. The city each year entertains the state teachers 
convention with an attendance of 8000 to 10,000. 
Truly there is a real treat in store for the delegates 
who attend the 1929 annual Congress of the National 
Retail Hardware Association at Oklahoma City. 


A typical residence street. 
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NEXT WEEK’S ISSUE—Watch for the May 2nd issue of Hardware Age. 
tain the first complete illustrated report of the Southern Hardware Jobbers and American 


Hardware Manufacturers Association at Edgewater Park, Miss. Read it in Hardware Age. 


It will con- 
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Cc. M. WILLIAMS 
New President 


O. W. KIRK 


Retiring President 





C. L. THOMPSON 


Secretary 





H. C. STOKES 


Vice-President 





C. CARTER 
H. A. Director 
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Twentieth Panhandle Convention 
One of Association’s Best 


EATURING a profit program for 
Pitter, Brown, the average hard- 

ware retailer, the Panhandle 
Hardware and Implement Association 
held its twentieth annual convention 
at the Amarillo Hotel, Amarillo, Tex., 
April 8, 9 and 10. Five sessions were 
held, a preliminary meeting devoted to 
organization, introductions and _ the 
president’s annual address and the sep- 
arate sessions on buying, operating, 
planning and controlling for profit. 
More than twenty association members 
took part in the big three-day program 
which was attended by more than 250 
dealers and salesmen. It was one of 
the most successful conventions in the 
history of the organization of dealers 
in the Panhandle of Texas and New 
Mexico. 


Ow of the feature speakers of the 
three-day meeting was Dr. J. A. Hill, 
Canyon, Tex., who delivered an ad- 
dress on “The Business Man’s Respon- 
sibility to the Moral Standards of His 
Community.” He declared that the at- 
titude of the average business man 
around the square determines the 
quality of the community. 

“IT need only to point to Mexico as 
an example of conditions where busi- 
ness cannot be operated with safety,” 
said Dr. Hill. “The business man 
should obey the law because it is profit- 
able for him to do so. 

“Tt is immoral to ask an exorbitant 
price for any item of merchandise. It 
is likewise immoral to exact a price 


beyond the service rendered. It is not 
only immoral, it is bad business and 
poor profit.” 


c. C. CARTER, Carthage, Mo., di- 
rector of the National Retail Hardware 
Association, summarized the four ses- 
sions in studying the profit program for 
Henry Brown. 

S. L. Randlett, president of the 
Texas Hardware Association, made 
two short addresses before the conven- 
tion bringing the greetings of the Texas 
Association and pointing out some pit- 
talls that dealers may meet. He em- 
phasized that the dealer hurt himself 
by cutting prices. 

He declared the association should 
have a representative in the Texas leg- 
islature as the Texas association does. 

“Many times business men sit idly 
by while a legislature passes laws harm- 
ful to their interests,” said Mr. Rand- 
lett. “Recently druggists introduced 
a bill which would provide that only 
registered pharmacists could sell in- 
secticides. Imagine the damage such a 
silly piece of legislation would have 
caused.” 

Mr. Randlett also warned the dealers 
against promoters who are alleged to 
be organizing chain stores in Texas 
through the purchase of retail stores. 
He said it was a financial scheme that 
should be investigated. 

Mr. Williams in the president’s an- 
nual address at the opening session de- 
clared that conditions were excep- 
tionally good in the panhandle territory 
and that with the present. fine crop 





prospects better business could be ex- 
pected. He announced a committee 
composed of himself, B. Sherrod, Lub- 
bock, O. C. Watson, Clarendon and 
L. E. Thompson, Hedley, to arrange for 
an auto caravan of Panhandle dealers 
to the national convention in Oklahoma 
City June 24 to 28. 

He outlined the activities for the 
three-day session and urged each dealer 
to take part in the forum discussions. 
He characterized the year as a good 
one for the association and declared 
no official had ever had better coopera- 
tion with other officials and the board 
of directors than he had enjoyed. 


= dealers and salesmen plunged 
into the study session, “Buying for 
Profit” at the start of the afternoon 
session. O. C. Watson, Clarendon, 
spoke on Merchandise Selection; A. D. 
Meinecke, Idalou, Competitive Offer- 
ings; Ernest Lee, Wheeler, Buying 
Concentration; B. Sherrod, Lubbock, 
on Adequate Margins; H. H. Tracy, 
Tulia, on Team Work With Suppliers, 
spoke on the topic. 

Mr. Carter, in summarizing the ses- 
sion, declared that effort was being 
made to change Henry Brown’s in- 
feriority complex to one of superi- 
ority. He indicated that a proper 
study of business methods would not 
only switch Henry’s complexes, but 
would put him on the profit side of 
the ledger. 

Tuesday morning the session theme 
was “Operating for Profit.” The pro- 
gram was so full and the discussions 
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so interesting that Mr. Carter had to 
postpone his summary until the after- 
noon session. The dealer speakers and 
their subjects follow: E. N. Neer, 
Portales, N. M., Meeting the Prob- 
lem; H. C. Stokes, Paducah, Tex., 
Pricing Merchandise; Oscar Nislar, 
Lubbock, Asking a Margin; S. T. Har- 
rison, Memphis, Efficient Operation; 
Dan H. Wilmot, Roswell, N. M., Use 
of Sales Records; F. W. Struve, 
Abernathy, Advance Planning; W. H. 
Rhodes, Roswell, N. M., Training 
Salespeople; H. E. Williams, Lamesa, 
Delivery Expense; and H. B. Thomp- 
son, Dalhart, Credit Policies. 


j= afternoon session devoted to 
Planning for Profit, was attended by 
more than 200 persons. Grady 
Thompson, Borger, spoke on Competi- 
tive Appeal and Display; R. L. Mein- 
ecke, Plainview, Public Utilities; E. B. 
Thomas. Plainview, Competing with 
Utilities; O. W. Kirk, Floydada, Ser- 
vice Merchandising; Travis Lively, 
Pampa, Loss Leaders and Jerry Black- 
well, Friona, Meeting Mail Order 
Competition. 

Mr. Carter, in summarizing the 
afternoon session, advised the dealers 
to study carefully the merchandise of- 
fered by competitors and the manner 
in which it was displayed. He de- 
clared the solution of the hardware 
man’s competitive problem lies in 
knowing what the competition is. 

In commenting upon service mer- 
chandise, he declared that while the 
retailer must face price competition, 
he should not give his whole thought 
to the price influence. 

“The hardware store has always 
been recognized as a store of quality,” 
he said. “Few merchants would want 
to handle the cheaper goods only, and 
certainly none would want to confine 
their activities to competitive selling. 
Naturally, then, they should devote spe- 
cial attention to the less competitive 
goods of higher quality which will give 
greater satisfaction to the customers 
as well as to the merchant himself.” 

The final meeting was on Controlling 
for Profit, and two of the association’s 
strongest speakers were scheduled: T. 
C. Thompson, Canyon, a charter mem- 
ber, on Merchandising Control, and B. 
Sherrod, Lubbock, Business Control. 

“The first step in merchandising 
control or in handling any business is 
self control,” declared Mr. Thompson. 

“T believe many dealers are going out 
of business because they have not kept 
a proper check on their living habits 
and expenses. Many times the snob- 
bery of members of a dealer’s family 
costs customers. We can’t hightone 
anyone now if we are in business.” 





Mr. Thompson advocated an ade- 
quate purchase record in order to keep 
a uniform stock and to check profit and 
non-profit items. He explained in de- 
tail the workings of such a record and 
told the dealers it would be valueless 
unless kept regularly. He declared that 
stock must turn over three times a year 
to be profitable, and twice a year for 
the dealer to break even. 

“The idea of profit without service 
rendered is not profitable and will lead 
only to ruin,” said Mr. Thompson in 
closing. 

“On January 1, 


my brother and | 





S. L. RANDLETT 











spent about four hours in our store late 


trol records and planning for the com- 
ing year,” said B. Sherrod in talking 
on Business Control. “We find these 
few hours are the most profitable of 
the year. We have also observed that 
the thirty minutes a day necessary to 
keep our business control records are 
the most valuable of that day.” 


4 


R. SHERROD quoted liberally 
from his records and experiences in dis- 
cussing the subject, and in urging other 
dealers to install the system for profit. 
However,*he warned against going 
“figure crazy” and attempting to carry 
on all records recommended. He said 
that one trip to an annual convention 
of the National Retail Hardware As- 
sociation which led him to install Busi- 
ness Control, had enabled him to change 
his store from a losing proposition to 
one making good money. 

In commenting on the final session, 
Mr. Carter declared the convention had 
been one of the most interesting and 
best attended events he had attended. 
He complimented the association and 
the dealers on their interest they had 
aroused in studying merchandising 
and said the meeting had been intense- 
ly alive from the opening session to 
the climax on third day. In discussing 








| dency of the organization. 
| ceeds C. M. Williams, Amarillo, Tex., 
who becomes chairman of the board 


: . é | of directors. 
at night going over our business con- | 





new methods and especially controlling 
for profit, he declared: 

“No form of business can be made 
successful today by methods which 
were effective twenty years ago, or 
even fifteen or ten or five years ago. 
Most of the competition now giving 
greatest concern to hardware men has 
developed within this period. It has be- 
come strong because of newer and 
better methods, because of new stand- 
ards and positive planning, because of 
firm control and continual guidance. 

“Had the hardware merchant ad- 
justed himself to the changes as they 
gradually came, his position would 
have been far stronger than it now is. 
But the very fact that he did not makes. 
it all the more necessary that he imme- 
diately do so, regardless of how drastic 
such measure may seem.” 

Mrs. H. C. Stokes, Paducah, 


was 


_ given a beautiful bridge lamp by the 
| P. H. I. T. club, and Ernest Lee, of 
| Wheeler, was given a valuable mer- 
| chandising table in the drawing for 


attendance prizes at the close of the 


| convention. 


Ar the close of the convention O. 
| W. Kirk, Floydada, Tex., was elevated 


from the vice-presidency to the presi- 
He suc- 


H. C. Stokes, Paducah, 
Tex., was elected vice-president. C. L. 
Thompson, Canyon, Tex., as a result 
of his reelection begins his ninth year 
as secretary. 

Besides Mr. Williams, the directors 
are: W. H. Rhodes, Roswell, N. M.; 
Sid Nolan, Canadian; E. N. Neer, Por- 
tales; Dan H. Wilmot, Roswell, N. M.., 
and H. E. Williams, Lamesa. 

Entertainment for the convention 
was furnished by the Panhandle Hard- 
ware and Implement Travelers. 
(PHIT) club, an organization com- 
posed of hardware and implement 
salesmen of this territory. 

Included in the entertainment were 
free theater tickets for all visitors, 
three luncheons for the women visitors 
and the annual banquet which was held 
in the Fellowship hall of the Central 
Presbyterian Church Tuesday night. 
More than 400 attended the banquet. 
An entertainment program given by 
the WDAG Revelers was broadcast 
over radio station WDAG. Henry 
Ansley, Amarillo newspaperman, was. 
toastmaster. 

The PHIT club reelected Jim Hagan, 
Amarillo, president and Murray Elson, 
Amarillo, secretary-treasurer. Jimmy 
Frizzell, Amarillo, was reappointed 
chairman of the entertainment com- 
mittee. 
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PAINT asa CURE ows WIVES 


An interview with Dr. A. H. Sabin as reported by M. K. Wisehart 
to The American Magazine and reprinted by permission. 


OME time ago, a woman 
S living in Buffalo re- 

turned from a visit to 
relatives and found that her 
husband had got a painter, 
during her absence, to re- 
paint the kitchen of their 
home. She had intended, as 
her husband knew, to have 
the walls done in a pleasant 
light tan color; but the work- 
men had been unskillful, and 
they had come out a dull, dis- 
agreeable brown. However, 
she knew her husband had 
planned it as a pleasant sur- 
prise, so she made no protest. 


Avrrzr some months, the 
husband observed that his 
wife was becoming irritable ; 
and she herself was dis- 
tressed by the fact that she 
was downcast in spirits a 
great deal of the time. 
Finally, she noticed that, in 
spite of her resolution not to 
mind the unpleasant color of 
her kitchen, she was most de- 
pressed and most irritable 
after spending a large part 
of a day in the kitchen. So 
she decided she would have 
a new color scheme, and 
would do the work herself. 

She painted the woodwork, including the kitchen chairs, 
an old-ivory, did the ceiling and walls in gray with a 
pink border, and hung pink curtains at the windows. To 
complete the scheme, she made herself aprons of pink 
to match the curtains. During this work, she managed 
to keep her husband out of the kitchen, so that when she 
finally did show him her handiwork, it was a complete 
surprise. 

“What’s been going on here?” he demanded, laughing ; 
and after looking about him a moment, he added, 
“You've made it the prettiest room in the house!” 

The wife cried a little, and then confessed: “John, I 
believe it was that dirty brown paint that made me feel 
so out of sorts. I think I’m going to be a reformed 
character now.” 

Perhaps there is a room in your house, or in the house 





Dr. ALVAH HORTON SABIN , 


Consulting Chemist for the National Lead Co., a 

Leader in Paint Researches and Author of ‘House 

Painting” and Other Important Books on Paint 
Manufacture 


of a friend, in which you 
are vaguely uncomfortable, 
after remaining there for 
any length of time. Perhaps 
you have found that, in your 
own office, you are unable to 
concentrate on your work as 
easily as you did some time 
ago—before the walls were 
done over. Perhaps you 
know a room about which, 
without realizing why, you 
say, “What a restful place 
this is!” Or another, of 
which you say, “This room 
makes me feel cold!” 

I know an office in which 
three stenegraphers worked 
through two winters without 
once complaining of the tem- 
perature. The walls were 
then a warm yellow. 

But one summer they were 
painted a dull slate-blue ; and 
soon after winter set in the 
stenographers complained of 
“feeling cold.” Frequently 
they wore sweaters, or street 
coats, at their work. 

Finally the automatic ther- 
mometer records of this 
room for the previous two 
winters were consulted, and 
it was found that the room 
was being kept at 72 degrees, 
just as it had been in the past. Still the stenographers 
complained of the cold; and for the rest of that winter 
it was necessary to keep the room heated to 75 degrees, 
or more. The trouble was traced to the “coldness” of 
the slate-blue wall color, and before winter came again 
the walls were done over, as before, in warm yellow. 


S. )METIMES a color scheme proves actually injuri- 
ous. A few years ago, a woman, whom I will call Mrs. 
X, lived in one of New York’s finest Fifth Avenue 
homes. Although somewhat advanced in years, she was 
noted for her sunny disposition and her thoughtfulness. 

One day, Mrs. X decided that her private suite 
needed redecorating, and that the color scheme through- 
out should be a pronounced violet. The walls were done 

(Continued on page 87) 
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Keeping Your Customer’s Car 


Up With the Styles 


THe retailer of au- 
tomobile paints can 
stock and _ recom- 
e J 
mend this year s col- 
ors for the old cars. 


By HOWARD KETCHAM 


Director, Duco Color Advisory Service 


\ UTOMOBILE refinishing methods and ideas have 


progressed. Now, when yearly model changes 

express themselves in no uncertain manner, an 
owner operating a 1927 sedan, for example, can buy 
the materials and have his automobile made to conform 
to the most recent color selection used by the maker of 
his car. A paint retailer should be able to offer sugges- 
tions as latest color combinations, regardless of whether 
his customer is refinishing his own car or taking it to 
a refinishing station. 

In general, pure colors are steadily gaining in favor 
and browns, beiges and blues lead the field in popularity. 
Browns are comparatively new as automobile colors; 
they have splendid neutralizing characteristics in addi- 
tion to being colors that do not readily show dust. 

A rich chromium plate effect for wire wheels can be 
duplicated in aluminum lacquer. The average car owner 
can enjoy the distinction of having his wire wheels tie 
in attractively with the nickel or chromium parts of his 
automobile by using argent (silver) or aluminum lac- 
quer. Argent has a rich, flashy luster of metallic quality, 
which scintillates in sunlight and is ideal for use on sport 
models. It can be quickly applied and is an excellent 
color for concealing dust. 


I; is generally apparent that nearly all of us tire of the 
color on our motor cars, especially when the car has 
been ours for longer than a year. More and more 
motorists are refinishing by duplicating the latest factory 
color releases, no longer the same lengthy troublesome 
operation as of old. It is no longer necessary to have the 


old finish burnt off as in paint and varnish 
days. Lacquer finishes, as applied today, 
allow for a new finish to be sprayed over 
the old coating when another color is de- 
sired, 

Here are some suggestions for refinishing 
various cars attractively: 

A sport convertible will look well with the 
entire body done in byram blue with nassau 
orange on the wire wheels and an orange 
stripe on the moldings. A roadster might 
be lacquered in cinderella gold, a brilliant 
cream, with black moldings and fenders with 
cinderella gold on the wheels. Blue and 
dark brown look well with cinderella gold. 
A phaeton with body and wire wheels in 

dune brown moldings and fenders in monarch maroon 
with striping of silver is very distinctive. The top 
should be in natural beige. 


Sport cars in 1929 will show some daring contrasts. 
Yellow browns, contrasted with black and dark browns, 
are being shown on some of the highest priced cars. 
Put the color on your sport car so as to accentuate the 
lines of power and speed. A molding that widens 
toward the rear of the car in some shade darker than the 
rest of the finish gives an illusion like that of a speed 
boat and the rear deck seems lower and the hood higher. 

This year will witness the extensive use of browns 
and orange in combination as motor car colors, judging 
from automobile shows and the general popularity of 


these colors in practically all dress goods displays in our 


larger cities. The use of white as a striping or accent- 
ing color on top of dark brown backgrounds is grow- 
ing in favor, doubtless due to the popularity this new 
accent treatment has been accorded in the field of 
women’s dress. 

It has been noted that on certain of the cars of 
European manufacture a soft brown red—Egyptian red 
—has come into prominence. Colors similar to this par- 
ticular shade are beginning to attract attention on this 
side of the water; a brilliant yellow orange, vermilion, 
bengal yellow and bernese blue make interesting accent 
colors for stripe and wire wheels when used with 
Egyptian red. 

The growing popularity for color on wire wheels in 
place of black enamel has led in part to the adoption of a 
large hub cap. This reduces the area where gravel 
can mutilate the lacquer surface on the wheels and re- 
duces the spoke area, making it possible to use nearly 

(Continued on page 86) 
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W indows Bring Telephone Orders 


Paint displays, frequently changed, build active 
volume for W. C. Lyon Co., Durham, N. C. 


ELL located windows, tastefully arranged and 

frequently changed to show seasonal merchandise 

can and will sell merchandise. In the case of 
the W. C. Lyon Co. of Durham, N. C., a city of about 
45,000, the window displays are not only selling to 
passersby but are bringing telephone orders from those 
who have passed by. 

The display shown herewith was placed in the window 
rather late for early spring trade but the paint selling 
season was backward because of several weeks of un- 
usually rainy weather. Just as this display was placed 
on view fine days began and there was an immediate 
jump in sales. W. C. Lyons, Jr., writes: 


ae 

O N that first fair day the orders began to come in, 
both over the telephone and from the store visitors. 
Garages also telephoned orders to us. The window was 
very timely and the display of lacquer and the tools 
with which to prepare the surface and to apply it was 
the touchoff needed. 

“Our store is located on one of the best streets,” con- 
tinues Mr. Lyon, “we have a constant stream of people 


passing our windows daily. We have numerous calls 
over the telephone daily from people who have seen 
something in our windows and want to order it. Fre- 
quently these telephone orders refer to articles in pre- 
vious displays. 


66 

Sucu phone calls and the many compliments that 
we receive lead us to believe that we may surely count 
on our windows as efficient silent salesmen.” 

We asked Mr. Lyon if his store held practical demon- 
strations. He replied that during the first days of 
lacquer the store did hold such demonstrations but they 
were discontinued when the company established sub- 
dealers throughout the community. One reason for not 
continuing the demonstrations was that so many people 
attended them that the store was seriously embarrassed. 
Now the sub-dealers hold such demonstrations and for 
the reason that they are really community affairs get 
the attendance of more of the women it is desired to 
reach. In the end, the sub-dealer demonstrations accom- 
plish the same thing that demonstrations at the head- 
quarters store does, which is moving the paint stock. 
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AVING built a 

paint volume that 

exceeded $50,000 
in 1928 through window 
display and direct mail 
advertising, the Schlafer Hardware Co. of Appleton, 
Wis., has set out this year to build above that figure by 
the same means. Appleton has a population of slightly 
more than 20,000—which well indicates the excellent 
trade building that has been done. 

This year the store opened the season early with a 
five weeks’ window campaign, leading up to a demon- 
stration party March 18-22. This activity was built on 
indoor paints, featuring unfinished furniture and new 
ideas in interior decorating. As a final smash of this 
campaign, two window displays were installed, a sightly 
demonstration booth built and spot lighted, and every- 
body and their cousins were invited to come and learn all 
about interior painting and home decorating. The win- 
dows and direct mail bore 
the burden of the invitation 
and some newspaper adver- 
tising was mixed in. 


Tue window display re- 
produced on this page 
(right) shows the trend of 
this campaign. Unfinished 
furniture and manufac- 
facturers’ display materials 
were used to lure home 
owners into new ideas con- 
cerning the use of paint. 

Having. established 
Schlafer hardware in pub- 
lic mind with paints for 
1929, Lawrence G. Zwicker, 
in charge of advertising, 
turned at once to the larger 





Schlafer Hardware Co. drama- 
tizes paint, its effects and uses 


WINDOWS 
BUILD 


$50,000 
Paint V olume 


phase of the trade, that of 
house paints. The other 
display illustrates how he 
thought to put this idea 
over, with brushes and 
white lead as features of the display. This turn of the 
campaign is based on the belief that if a store handles 
the small trade intelligently, people will think of it in 
connection with the larger purchases. 


Me. ZWICKER plans his campaigns on the theory 
that constant hammering is sure to drive the nail, and he 
adds, “as Mr. Schlafer says, ‘providing you don’t hit 
your finger,’ by which he means to keep expenses in 
comparison with results.” 

Both these displays of the Schlafer Hardware Co. offer 
suggestions and are worth the study of hardware store 
window trimmers. 
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Above: Window 
display by J. P. 
Nolan, Detroit, 
used during the 
paint convention 
there last fall 


Left: Fred 
Harmes, Detroit, 
used this window 
display during the 
convention. It 
presented a high 
grade effect 


Paint Industry Profits from MARKET STUDY 


Remarkable Increase in Volume Shown by Census of Manufactures Figures Just Published 


HE intelligent and persistent marketing work of 

the paint industry has resulted in a remarkable 

showing of increased business in the Census of 
Manufactures for ‘the years 1925 and 1927, just pub- 
lished by the Department of Commerce. The gain was 
10.3 per cent, or from a total product value of $470,736,- 
264 in 1925 to $519,009,842 in 1927. 

This is undoubtedly due to the intelligent market devel- 
opment work of the industry in maintaining such work as 
the Save the Surface Campaign, the Clean Up, Paint Up 
work and the Educational Laboratories at Washington, 
where new products are tested and developed as to the 
various uses. The paint industry, unlike some other 





industries, has continued these joint market development 
efforts to further promote the early successes. Many 
efforts of this kind have been allowed to lapse after a 
favorable showing was made. 

The paint and varnish industry is one of few that 
shows no decreases in the summary of the Census of 
Manufactures report. In most industries, the shifting 
of trade has depressed at least some branches of the 
work. 

Through the industrial marketing bureaus the public 
interest in paint and its accomplishments and value is 
never allowed to lapse. The illustrations on this page 

(Continued on page 86) 
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ZINC OXIDE 


as a Paint Pigment 


Epitor’s Note: We have felt that readers would be 
interested in knowing something, both romantic and 
otherwise, about the component parts of the paint and 
varnish products which they sell, and with this in mind 
have thus far published articles on linseed oil, turpen- 
tine, tung oil, the lac bug, etc. This month the subject 
is zinc oxide, and we are planning to run a similar 
article on white lead in May. 


INC oxide is one of the two zinc pigments used 
extensively in the manufacture of house paint— 
the other being lithopone. 

Zinc oxide was known as a chemical curiosity to the 
“natural philosophers” and chemists of the eighteenth 
century, to whom, in one of its forms, it was known as 
“philosophers’ wool.” 

At that time, and indeed until the middle of the next 
century, white lead was the only white pigment used 
extensively for painting; and since it was available to 
painters only in the dry form, the users were required 
to grind it with oil either in mortars or with muller and 
slab. Lead poisoning, because of this practice, was 
common among painters. Various efforts were made, 
especially in France, to discover a substitute, and zinc 
oxide was proposed and, to some extent, used for that 
purpose. 

It was not, however, made commercially available 
until about the middle of the century, when Le Claire, 
a contracting painter of Paris, and his chemist friend 
Sorel, the inventor of “galvanizing,” almost simulta- 
neously invented and patented what is now known as the 
French process for its manufacture. Sorel’s hint came 
from the white scum of oxide which collected on his 


er oe wes, 


A retort slab zinc furnace. By the American process, 

distillation and oxidation are combined in one process. 

By the French process, the metal zinc is distilled from 
the ore and used as raw material for the process 


galvanizing baths, but Le Claire’s motive was purely 
philanthropic. He was what would now be known as 
a “socialist,” and is today remembered as “the father of 
profit-sharing.” His bust still stands in one of the pub- 
lic squares of Paris. French process zinc oxide is still 
made both in this country and in Europe, practically as 
Le Claire first made it. 
(Continued on page 88) 
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Zinc oxide is really condensed zinc smoke. Above is 
a zinc oxide bag room where the smoke is collected 
in immense fabric bags 
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Coordinated 


DISPLAYS 
Attract 


THRONGS | I 


Unified spring open- 4 
ing gives opportunity sud 
to show wares to peo- 
ple of entire com- 
munity. Manchester 
store certain that 
many people realize 
that they have good 
paint department 


ANY people knew from this 
window display that the Man- 
chester Plumbing & Supply Co. 
sold paints, although there was no par- 
ticular run of sales immediately following the display. 

The Manchester (Gonn.) Chamber of Commerce 
planned a cooperative spring opening. All of the mer- 
chants of the city were invited to participate and most 
of them did. The chief attraction was specially decorated 
windows and cups were awarded to the best displays in a 
dozen classes of trade. 

It was required that all windows be opened to inspec- 
tion on two specified days. Three judges viewed these 
windows separately and then met at the Chamber head- 
quarters to decide upon the awards. One of the judges 


was a visiting professional display man. The judges 
graded the displays on this basis: 
Per Cent 
Selling value 50 
Prestige, attractive display 20 
Originality 20 
Lighting 10 


The peak interest in the event came on the evening 
the cups were awarded and were placed in the successful 
displays, so that all could see which was considered the 
best display in each class. 

The event proved very successful in that many persons 
inspected the windows in advance of the awards to see 
if they could pick the winners and then everybody in 
town and a good many from out of town came down to 
see who were the winners. For several days there was 
a hangover interest and considerable discussion as to the 
merits of the various displays. 

The Manchester Plumbing & Supply Co. entered two 
windows and was awarded acup. Concerning this event, 
F. T. Blish, secretary and treasurer of the Manchester 
company says: 

“The results were indirect. The publicity regarding 
the cooperative spring opening created a lot of interest 










and on the evening that the decisions were announced 
the streets were crowded, in fact it was a jam of people 
who came downtown to see the windows. The jam ex- 
tended into the stores but these people had come to look, 
not to buy. In many cases there was such a crowd that 
i1 was impossible to do any real selling. 

“However, we are confident that this crowd carried 
away distinct impressions from our displays and that we 
realized on these impressions later.” 

The display shown here was arranged by Joseph 
Barrett, a floor salesman, who drew upon the store’s 
regular stock and display cards prepared by the manu- 
facturer for his materials. The fact that Mr. Barrett 
does not make any pretensions as a display man does 
not detract from the fact that he created an attractive 
exhibit and that the crowds that ‘filled the streets thought 
so, if the number who stopped to look is an indication. 


Tue Manchester company’s trade in paint is largely 
with home owners within the city limits who use paint 
for two reasons: 

First, because they are thrify and realize the value to 
the home of good paint well applied ; 

Second, to make their homes more attractive. 

The paint department occupies approximately 40 ft. 
of shelving and every effort is made to keep the display 
clean and attractive. All usual means of trade promotion 
are used to encourage the trade. Newspaper advertising 
is extensively used, tying up the paint with the reputa- 
tion of the store. The windows are frequently devoted 
to paint at all seasons. Envelope stuffers and other 
circular material supplied by the manufacturers is dis- 
tributed. 
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Two Recent Duco Displays 


A new cutout for Duco is being fur- 
nished by the Paint and Varnish Div., 
E. I. du Pont de Nemours & Co., Public 
Ledger Building, Philadelphia, Pa. The 
cutout is 29 x 38 in., illustrating a woman 
who has just finished a gateleg table in 
Mandarin red, with the headline, “You try 
Duco—it’s so easy.” 

Through a unique arrangement of the 
cutout, an actual brush may be held in the 
hand in place of the lithographed brush 
supplied with the cutout. 

Hardware dealers are also being fur- 
nished a new display on du Pont paints, 
tying up with the new book, “Modern Color 


Schemes for the Home.” The display is 
3 x 31 in., representing the book open to 


a page illustrating color schemes for dif- | 


ferent types of houses as recommended by 
leading architects. 
people into the dealer’s store to look at 
the new color schemes. 


Dealer Progress Discussed at 
Paint Conference 


Dealer progress and how to promote it 
was the basis of much discussion at the 
annual conference of the Advertising and 
Sales Managers of paint manufacturers 
at the Ben Franklin Hotel in Philadelphia, 
April 16 and 17. Fifty-nine confreres were 
registered, including most of the large 
manufacturers. Frank Whittam, of John 
Lucas & Co., presided, with A. D. Graf, 
of Felton Sibley Co., vice-chairman. W. R. 
McComb, recently of the Save the Surface 
Campaign, secretary. 

Among the speakers were R. J. Atkinson, 
former president of the National Retail 
Hardware Association, who spoke directly 
on the duty and methods of promoting con- 
sumer acceptance of paint from the retail- 
ers’ viewpoint. He asked fewer and more 
specific sales helps and better practice of 
upholding the price rating of the various 
brands of paints as protection to the dealer 
who is seeking to build a reputation for 
a line of paint and his own store as a 
paint headquarters. 

Mr. Whittam reviewed at length the 
chain-store situation and changes it is 
bringing about. He said that the manu- 








It is intended to bring | 
| oxide paint. 








facturers were faced with a situation in 
which they would have to declare their 
position as to chain stores. 

E. T. Trigg, chairman of the Educa- 
tional Committee of the American Paint 
and Varnish Manufacturers’ Association, 
spoke on “The Future.” He reviewed the 
remarkable progress of the industry and 
outlined the present plans for advancement 
to even greater accomplishments. 

P. O. Grisell, directing of marketing for 
Batten, Barton, Durstine & Osborne, spoke 
for natural trade territories—those com- 
posing trade areas rather than arbitrary 
geographic districts. Newspaper influence, 
good roads and other points of this kind 
made trade districts, he said, rather than 
county lines. Distributor and jobber terri- 
tories would be more economic if confined 
to natural trade influences. 

David Rosenblum discussed the Sales 
Training Course and told of its satisfac- 
tory progress. 

Officers elected for next year are W. R. 
McComb, Craftex Co., chairman; F. L. 
McDonald, Enterprise Paint Co., vice- 
chairman; H. E. Mordan, Save the Surface 
Compaign, secretary. 


Joseph Dixon Crucible Co. Makes | 


Changes in Paint Line 


The Joseph Dixon Crucible Co., Jersey 


City, N. J., manufacturer of graphites and 


graphite products for more than 100 years, | 
and manufacturer of high-grade protective | 
paints for more than 65 years, announce | 
several important changes in its line of | 


paints. 
Dixon's industrial paints, 
Dixon’s silica-graphite paints, have been 


increased in range of colors from eight to | 
| fourteen colors, which includes a straight 


aluminum paint and also a standard red 


coatings. 


aluminum pigment. 


Dixon’s utility paints have been added | 


as standards, three of which are graphite- 
pigmented ; the fourth, oxide of iron. These 
paints have all the qualities of a good pro- 
tective coating at a lesser cost, and were 
designed for use on “general run of work.” 
Dixon’s utility paints are made in four 
standard colors. 

Dixon’s maintenance floor paints have 
been developed for the protection of wood, 
composition, linoleum, cement, and concrete 
floors. Having immunity to the action of 
alkali, they are said to be unexcelled as 


| cement and concrete floor coatings, and 
effectually prevent “dusting” of concrete 


floors. They may be used inside or cut, 
and are designed to withstand the rigors 
of sleet, rain, snow, and climatic changes 
to a remarkable degree. Dixon’s mainte- 
nance floor paints are made in eight stand- 
ard colors. 

The Joseph Dixon Crucible Co. will send 
color cards, prices, and additional informa- 
tion on any one or all of the above paints 
to those requesting. 





known as | 


This color range meets in a | 
most complete way all standard color re- | 
| quirements for metal and wood protective 
Dixon’s bright aluminum paint | 
contains a durable spar varnish as its vehi- | 
| cle, giving great resistance to the elements | 
| and insuring the life and brilliancy of the | 





New Display Rack for Enamel 


An all-steel pedestal display rack is now 
being distributed to the trade by Chicago 
Paint Works, 4500 West Fourteenth Street, 
Chicago, II. 

The rack is made of extra heavy gage 
steel and is sturdily constructed. On it 
can be advantageously displayed the com- 
pany’s line of Du-Kwik enamel. The 


=a 














| : 


| shelves are adjustable, and casters allow 
it to be readily moved. A display card 





showing 16 colors and 18 blends is mount- 
ed on the top. The rack is finished with 
an olive green baked enamel. 


Plastic Wood for School Desks 


With the closing of school and the sum- 
mer vacation every school has the problem 
of renovating and replacing disfigured 
desks and other furniture. Many an em- 
bryo wocd carver has been at work with 
penknife during the year. 

Last summer, in the Ottumwa High 
School, Ottumwa, Iowa, the superintendent 
tried out Plastic Wood, manufactured by 
Addison-Leslie Co., Canton, Mass., for 
renovating the desk tops, and reported a 
large saving in expense for replacement 
by filling the holes, cracks, and cuts with 
Plastic Wood. Some of the holes, he re- 
ported, were from a half to three-quarters 
of an inch in diameter, but Plastic Wood 
did the job perfectly, and after sandpaper- 
ing it smooth, the tops could be finished as 
good as new. 
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o Sells Nails Sells Romance 


The fable of a father who found poetry in hardware 


By BERTON BRALEY 


Reprinted by Permission of NATION’S BUSINESS 


want to go to New York I'll 

stake you until you find your- 
self. But I’d hoped you'd be a 
partner in the store with me.” 

Charles Hagan, Sr., smiled a little 
wistfully across his desk at Charles 
Hagan, Jr., brand-new A.B. from 
Wardell University. 

“But I don’t think you understand, 
Dad. I don’t want to be just a seller 
of hardware. I want to do creative 
work. I want to deal with ideas, not 
things. I want to keep in touch with 
life—pulsing, throbbing Life. I 
want the stimulation and inspiration 
of varied human contacts. I'll get 
those on a newspaper or a magazine. 

3ut what inspiration is there in tin 
pans and nails?” 

“I'd thought” said Charles Hagan, 
Sr., “ that we could have a lot of fun 
together running this store. I’ve 
been looking forward to changing the 
sign out front to Charles Hagan and 
Son, Hardware. I wasn’t going to 
do it for a year or so, until you really 
got into the business, but if it would 
be any inducement I’ll do it now. 
That’s one way,” he chuckled “of 
getting your name in print right now. 
As to this inspira- 
tion business— 
who is she?” 


er 


Hagan, Jr., 
tried to look 
innocent. 
‘*What 
makes you 
think there’s a 
girl in it?” he 
asked. 
“Well,” his 
father said 
shrewdly, 
“ever since 
you were 14 


‘[: no tightwad, son; if you 
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you've worked in the store dur- 
ing your vacations. You 
seemed to like handling tin pans 
and nails pretty well, and you’re 
a natural-born salesman. Just 
this year you began to talk 
about dealing with ideas and 
Life, with a capital ‘L,’ instead 
of with gross material things. 
I’ve dealt in hardware 30 years, 
but I know enough about Life 
with a capital ‘L’ to know 
there’s a girl. Who is she?” 


a 
OU win,” said his son, 


“She’s a classmate of mine. 
Her name is Sybil Wharton, 
and she’s going to New York 
to study art. She’s clever with 
her pen. Did a lot of stuff for 
the college papers. Illustrated 
some of my stories and verse.” 

“A partnership in the store” 
said Charles Hagan, Sr., “would 
support a married man in good 
style.” 

“What’s money if you’re not 
happy in your work?” demand- 

* ed the young man. ‘We want 
to stand on our own feet, work 
out our own careers.” 

“If it’s got where you say 
‘we’,” observed his father, “I 
think your mother and I can 
reasonably ask to see the girl. 
Why don’t you invite her down 
here?” 

“Just what I was going to 
suggest,” said Charles, Jr. “In 
fact I have invited her. She'll 
be here tomorrow. Mother 
knows about it already.” 


(Continued on page 57) 


“T rub a hinge like Aladdin’s lamp 

and I see that hinge swing wide a 

door so Romance may enter. Not 

the Romance of calf kisses but the 

Romance of married life that makes 
a house a home.” 
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"PAMENCE” 


By SAUNDERS NORVELL 


S I have written before, | pay a financial expert a 
ao for advice. His advice at present, and for 

several weeks past has been to “do nothing.” It 
is pretty hard to pay a salary, even if it is a small one, 
to be advised to do nothing. It is like calling in a 
doctor, paying for his visit and not having any medicine 
prescribed. The present situation reminds me of a ser- 
mon I once heard on the text “They also serve who only 
stand and wait.” 

The late J. Pierpont Morgan had a picture hanging in 
the anteroom to his office of which he was very fond. It 
was a picture of an old French peasant sitting patiently 
with his hat in his lap. The title of the picture was “/ 
can wait.” 

Patience is a very valuable and desirable quality. Once 
upon a time I called upon Elbert Hubbard in East 
Aurora. He showed me all over their shops, and then 
he told me to pick out anything I wanted and take it 
home as a souvenir of my visit. I picked out a long 
oaken board, carved by hand. This board was just the 
length of the back of my desk. On this board was 
carved one word—“PATIENCE.” For years I used this 
board at the back of my flat top desk. It served two 
useful purposes: It kept paper from slipping between 
the desk and the wall, and it also reminded me all day 
long in my many interviews of the great quality of 
patience. 


I: is frequently interesting, when one knows all the 
inside facts of a situation, when these facts are very 
strange and curious, to have to sit patiently and receive 
letters and have interviews with people who do not know 
the facts, who are a long ways off, but who freely and 
fully express their opinions in regard to the situation. 
Sometimes situations are so confidential that one cannot 


say a word. Sometimes we cannot even explain. Some- 
times we must accept criticism. Then we need the 
quality of patience. It is also a good idea to occasionally 
think of the text—“They also serve who only stand and 


wait.” 
x x x 


Down in the basement, next door to my office, there is 
a self-serving cafeteria. Coffee with cream and sugar 
is five cents. A sandwich is ten cents. Often I go down 
there, serve myself, stand at one of the standing tables, 
pay my fifteen cents, and then go upstairs while I smoke 
a cigar that costs about twice as much as my lunch, 
and visit the office of the old and popular brokerage 
house of Henry Clews & Company. A glance at the 
stock quotation board in their Customers Room imme- 
diately tells you the drift of the market. Today (April 
17th) call money was only 8 per cent, and the market 
was somewhat stronger. 

But the thing that interested me more than the board 
were the men who crowded the room. Possibly among 


these men there may have been some great speculators, 
possibly many who were millionaires. Possibly some of 
them were making or losing fortunes, but one would 
never think so from their appearance. There were all 
kinds of men in this room—young and old. They gazed 
at the quotation board and the moving reproduction of 
a ticker tape with apparent apathy. Most of them were 
poorly dressed. Their appearance, as far as prosperity 
goes, would not compare with that of the men attending 
a hardware convention. As a matter of fact, most of 
them were seedy. 


Somzon E has said that you could always judge the 
financial condition of a man by his shoes, so I looked at 
their feet. I must admit that the shoes of the gentlemen 
in the office of Henry Clews & Company were very much 
run down at the heel. 

But the most surprising thing was the fact that a 
number of the customers of this great private banking 
house were sleeping peacefully in their chairs. The room 
was warm. The air was heavy with tobacco smoke, but 
peacefully there rose and fell the rhythmic snoring of a 
number of excited speculators. 

Speaking of shoes, the other night I saw the popular 
play in New York called “Caprice.” Alfred Lunt and 
his wife, Lynn Fontanne, are the stars. I went with a 
party. We arrived late and we left early, and our seats 
were far back. I hardly got the drift of the play. Lunt 
took the part of the father. He was very fashionably 
dressed. A son, sixteen years of age, turns up. The 
father had not seen him since he was a baby. The son 
sizes up the father, and the father sizes up the son. 
The father remarks, ‘“My dear son, you look very well. 
In fact, you are quite good looking. I am very much 
pleased with you, but you must change those shoes!” 
Of course, the audience looked at the boy’s shoes, and 
while he had evidently dressed himself with great care to 
meet his long lost father, the shoes told the entire story 
of his impecuniosity. In the next scene the young man 
wears different shoes, and the new shoes added con- 
siderably to his appearance. 


A MAN should watch his shoes, and a woman should 
watch two things: Her gloves and her shoes. Gloves 
and shoes tell the entire story. I have a friend who 
states that if he were shown an old pair of shoes he 
could tell the exact character, physically and mentally, 
of the wearer of those shoes. 

Of course, I am just rambling around, giving you 
my impressions of a broker’s office, while I smoke my 
after-luncheon cigar. Now, let us get down to some 
really serious and interesting matters. 

*x* * * 

One of my first jobs in the morning is to sort a lot 

of literature that comes to my desk. There are not 
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‘enough hours in the day and night to read all of this 
stuff. I often wonder if anybody ever does read it. 
I often wonder, when I glance over the Sunday paper, 
whether anyone ever reads all of that. What a terrible 
waste there is in this printed matter. Every day I fill 
my waste basket with booklets, catalogs and all sorts of 
matter that has cost somebody a great deal of money. 
However, now and then in the mail something turns 
up that is interesting. That is why I do this sorting 
myself, instead of leaving it to the office boy. Probably 
the office boy and I would not have the same idea of 
what is interesting! 


A MARKET letter from Oliver Brothers on “Business 
Conditions As We See Them” struck me as being in- 
teresting, so I telephoned them asking if I could publish 
this letter, giving them credit. So here goes: 

“As to the stock market, the simple question is whether 
or not ‘the means are at hand for keeping values well 
above the level that would ordinarily be prescribed or 
fixed by direct consideration of ability to make returns.’ 
Everybody knows that current prices of average stocks 
are inflated, although Mr. William C. Durant says not. 
The conversation of the young men is of the news from 
the baseball training camps and the stock market. The 
talk and thought (or dreams) of their fathers, and their 
mothers, too, are of the stock market. Everybody’s 
gambling instincts are thoroughly roused. As Senator 
Capper says, the Louisiana Lottery was trifling in scope 
compared to current abuse of the organisms of the stock 
and grain and cotton exchanges, and the Government 
put an end to it. He points out that of the billions of 
bushels of grain traded in the Chicago pit less than two- 
tenths of one per cent,is for actual delivery; and he 
remarks that it is an instance of ‘useful institutions gone 
wrong.’ As we predicted more than a year ago, the 
Government is now preparing to take a hand. 

“The investment market is the chief threat to business 
stability, diverting as it does capital from other and more 
solid channels of use, and precipitating an unhealthy 
credit situation in the face of an otherwise conspicuously 
confidence-inspiring outlook. 


‘6 

Anoruer appendage of the business structure 
which, stimulated by success, is violating every principle 
of honesty and common decency is advertising. If Ameri- 
can intelligence is to be gaged by the depth of the appeal 
of the billboards, it must be very low indeed. It seems 
to one commentator at least that the taste and standard 
of excellence of most domestic blend cigarettes are on a 
par, but millions upon millions are being spent—to con- 
vince the smoker of the superlative merits of Lucky 
Strikes. Not at all; merely to iterate and reiterate that 
‘I’d walk a mile for a Camel,’ to bawl—‘What a differ- 
ence just a few cents make.’ And a great oil company 
merely pictures in its posters a pretty girl in tights, 
fencing or jumping over a hurdle, appending only four 
words to the picture: “That Good Gulf Gasoline.’ Sell- 
ing is a lost art and we substitute for it, at enormous ex- 
pense, the spell of the advertising spellbinder—and price 
cutting. 

“But there is a silver lining, as far as the price-cutting 
method of doing business is concerned. Not merely is it 
true that manufacturers are making a more concerted 


effort to realize a fair margin of profit but the middle- 
man has discovered that he had been infected with the 
same virus, and suffered the more acutely from demor- 
alized markets. The result is that jobbers and dealers 
are tending to view dubiously the offer of a cut price, 
and are lending their aid in most cases to organized 
attempts by manufacturers to ‘stabilize’ markets, realiz- 
ing at last that they will participate as logically in a 
‘fair return’ order of things as they have assuredly and 
to their grief been sharers in the protracted era of ‘profit- 
less prosperity.’ 

“Outside of the dangerously unhealthy condition of 
the investment market the chief unpromising factor in 
the business situation is the sharp decline in the volume 
of construction awards, itself traceable largely to high 
interest rates. This will be reflected later in a slowing 
down in the steel industry, at present enjoying something 
of a boom. 

“With mysterious forces holding a stiff rein on any 
skyrocketing disposition as to prices for rolled steel 
products, the average return is somewhat better than 
last year’s, and it is safe to say that earnings for the 
first half of 1929 will be the best since war years. 


rT 

Rw course of copper, cotton, rubber and lead sug- 
gests the possibility of a speculative commodity market, 
in the minds of several eminent economists, but these 
particular lines are inherently speculative, and should 
not be stressed very seriously in gaging the trend in the 
more sober commodities, such as steel. 

“Unless drastic steps are taken to liquidate securities 
and ease credit, business may suffer a sharp reaction. 
Whatever the cure for present money stringency industry 
seems bound to be adversely affected, but there is no 
reason to suppose that such readjustment will be pro- 
tracted. Fundamentally it is difficult to perceive how 
market conditions could be much better than they actually 
are. Barring another devastating war (a distinct pos- 
sibility) American prosperity and world leadership in 
trade seem destined to continue, with occasional minor 
interludes, for many years to come.” 

Then here are two letters, which I publish without 
names, that came as a response to the above letter from 
Oliver Brothers : 

“We have just read, with a great deal of interest, 
your market letter on business conditions as you see 
them, and are in full agreement with everything you 
have to say. 

“Gambling has become the greatest sport with all 
classes in America, and the Eighteenth Amendment has 
become a secondary issue. For some time past the writer 
has expressed to many of his business friends the exact 
things that you have to say about, the lack of truth in 
advertising. Only a few years ago the Associated Ad- 
vertising Clubs of America were stressing truth in ad- 
vertising. Today most national advertising is anything 
but the truth. 

“It is refreshing to note that there is a tendency among 
jobbers and dealers to look askance upon the price- 
cutting manufacturer, and it is to be hoped that a great 
many more of them will lend their aid in preventing a 
condition that has been reflecting itself most seriously in 
the jobbing business during the past three or four years. 

(Continued on page 90) 
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Chosen from the large number of letters 
these expressions of opinion 
interest in topics 


W.W. True, of Vermont, Points to Need of 


Keeping Step with Changing Conditions 


BRADENTON, FLa.—Your editorial of March 21 about 
the “Basic Facts” is just right. I have written home to 
Vermont urging Taylor and Benware to be sure and read 
it and to pass it around the office, where it would fit. It 
hits the nail on the head and helps to clarify the situation. 
Chain stores are just what we need to make us get on 
our job. 

As Bruce Barton says, “When we are through chang- 
ing, we are through.” It is hard to believe, but it is a 
fact, that in our own business most our present business 
is from lines we did not handle five years ago and a good 
share of what we considered major lines are out of the 
picture. Not only is this true but we do not believe that 
the chain store has been the cause of this to any great 
extent. It is largely the result of our effort to adapt 
our business to the changed conditions we have been 
called upon to meet. We are expecting this same thing 
to happen again in the next five years. 

Some of my hardware friends may think that I have 
lost my interest because I spend a few weeks down here 
in the winter. Not so; I never was more interested and 
I am on the job every day in the summer. You might 
be interested to know that the business has increased in 
volume and profit since I began letting someone else do 
part of the work and have part of the return. 


W. W. TRUE. 


East Side New York Hardware Merchant 
Comments on “Internal Competition” 


New YorK—TI wish to comment on the article “In- 
ternal Competition,” printed April 11. 

Although the writer of the above article lives in the 
Middle West, I, who am in business on the East Side 
of New York City, not only agree with him but wish to 
add to it. ° 

Here on the East Side, as well as the other parts of 
New York, we find jobbers who were formerly retailers 
still holding on to their retail trade and at the same time 
having a crew of four to twenty outside salesmen selling 
the retail stores in and around New York. 

Now, what chance have the retail stores to sell a 
builder, mechanic or house owner if they have to com- 
pete with the jobber. The only thing the retailer can 
sell is the small hardware on which he has to compete 
with the chain stores, and which is about 10 per cent of 


the average hardware stock. This competition, I think, 
is greater than the chain or mail order competition. 

Then there exists another kind of competition. 

In the past few years we find that some hardware 
manufacturers some of whom are the biggest in their 
line, are selling direct to the builder and consumer and 
at the same time selling the jobber and retailer. 

With such conditions we need not wonder at the ter- 
rible state the hardware line finds itself in. We need not 
wonder that the hardware retailer, who was considered 
one of the best payers in any line, finds it hard to pay 
his bills in 60 or 90 days. 

I dare say that there is no other line which tolerates ‘ 
a condition such as outlined above. 

Now, what is to be done? 

We are told to modernize our stores and to change 
our way of doing business to the chain stores’ way, but 
that cannot sell the bulk of hardware stock when we 
have competition from within. 

Let the Hardware Council act on that problem. 

Let them demand that the manufacturer and jobber 
do their business through the regular channel of distri- 
bution; that is from manufacturer to jobber to retailer 
to consumer. 

I have no doubt that the benefits derived from such 
action will be greater than at present, as each will get his 
share and at the same time increase the retailer’s busi- 
ness. 

The hardware line is in a whirlpool, and the only thing 
to save it is the sound and economical way of distribu- 
tion—manufacturer to jobber to retailer to consumer. 

Aaron EIs, 
J. Eis & Son. 


And a Northern New York Dealer Has 
Similar Experience 


CHESTERTOWN, N. Y.—I have just finished reading 
the article “Internal Competition” in Harpware AGE. 
I note what you say in the Editor’s Note about the 
name and address of the writer being omitted, for ob- 
vious reasons. After reading this, I wish that I knew 
enough to write such a letter as this one, and if I did I 
would like to have my name printed under the title in 
letters six inches high. 

A while ago I wrote you in response to your inquiry— 
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Not Enough Retail Sales Over $10, Says 


what our greatest problem is in merchandising—and I 
mentioned the fact that jobbers selling in retail was 
one of the greatest menaces we have in retail business. 

I had occasion, not long ago, to drive out to look over 
a plumbing job and the prospective customer imme- 
diately. opened the conversation by saying he was out to 
buy merchandise as cheaply as possible and that he had 
had quotations from two plumbing jobbers. I do not 
see how the retailer can stay in business and meet the 
chain stores and mail order competition if the jobber is 
going into the retail business, and he seems to be doing 
it. We have only two hardware jobbers calling on us 
whom we think are absolutely square and above board 
in regard to this practice. 

Immediately after I finished this article I was talking 
with my father, the senior member of our firm, about 
this same thing and he said he happened to be in the post 
office at one of our mail‘ deliveries today and saw two 
packages come in, one for a filling station from hard- 
ware jobbing firm, and the other, some baseball bats 
for the school principal from a sporting goods jobber. 

The traveling men for these jobbing houses come in, 
take our order and then go to the garages, filling sta- 
tions and sell them automobile accessories, oil stoves, 
plumbing goods, hammers, tools and anything else they 
may want. If this situation continues, the small retailer 
is doomed and the jobbing house will be another mail 
order house. The paint business is as bad if not worse 
than the hardware business, for the paint jobbing sales- 
men come around and sell the small contractor, car- 
penter, hotels and boarding houses at the same price 
they sell us. If any jobber does not get what he con- 
siders a fair amount of business from our little country 
towns here, he gets sore and immediately starts in dig- 
ging up business at retail. 

Our overhead increases from year to year and our 
margin of profit grows smaller. The chain stores are at 
least fair because they come out in the open and fight. 
The retailing jobber jumps in and hits below the belt. 

We certainly appreciate the article in your magazine 
and hope that it will be read by all the heads of hard- 
ware jobbing houses in the country. We think it would 
be a good idea if each jobber were to be sent a copy 
of this Harpware Ace of April 11, with this article 
marked. 

Very truly yours, 
Ear R. VETTER. 





This Indiana Merchant 


Beprorp, INp.—I have read so many of your current 
editorials in our great HARDWARE AGE that I feel that I 
know you personally. Permit me to be frank and say 
the HarpwareE AGE has enlightened me many times on 
problems that were very difficult. 

In reading your magazine during the past year we 
have followed Henry Brown and his modern hardware 


store, and have read again and again where manufac- 


turers and wholesalers have offered valuable suggestions 
that the retailer could adopt for his business. 

We have read of our big brothers, namely, Mail Order 
and Chain Store, that are increasing their business every 
year by modern merchandising methods, display and 
advertising. 

The writer has had twenty-three years in the hard- 
ware business, with the wholesaler, on the road and in 
the retail store. I will state something that may seem 
strange to you, but, frankly, we have plenty of chain 
stores here and we have never considered them tough 
competition. We have always been able to talk and sell 
quality in most cases. 

We learn from reliable sources that the number of 
hardware jobbers is increasing and that they are dis- 
tributing more hardware. Let me tell you that our most 
dreaded competition is our own reliable jobber, who, it 
seems, must sell anyone in any kind of business almost 
anything he wants. 

The only real trouble with retail hardware is that there 
are not enough sales over $10.00. Oh, yes, we sell plenty 
of stove bolts, files and carpet tacks, but it takes too 
many tacks to make a day’s business. 

I can mention guns, lawn mowers, ice boxes and any 
item of like nature. Can a retail hardware man compete 
with his Joyal wholesaler? We show guns. We sample 
all the types that any sportsman would buy in our com- 
munity, probably an investment of three to four hun- 
dred dollars. Our druggist can order one at the same 
price we must pay. 

Now, I could write you all day on things like these, 
and you know I am right. 

But, what are we going to do? 

TINDAL HARDWARE Co. 
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HOW BIG CITY H 


Smaller Merchant Can Profit by Study of Item-Presenta- 


HAT can 
the hard- 
ware mer- 


chant in the smaller 
city learn from the 
advertising of the 
big metropolitan 
hardware store? 
In view of the difference in size of stocks, the number 
of people within reach of the big city store it might seem 
that very little of practical value could be gleaned from 
the big store’s advertising. But just the contrary is the 
case. For after all the metropolitan store advertises for 
the very same reasons the smaller store does, and in 
much the same way, except size of space and frequency 
of using space. 
In proportion to relative volume 


tion in These Page-Size Ads—Idea Is the Samé on 
Smaller Scale in Smalier Cities: to Attract the Customers’ 
Attention 


By GUY HUBBART 


because there are 
more stores sell- 
ing. ) 

4. And four 
inches of space or 
100 inches is the 
same size in any 
city and will hold 
only a certain amount of copy, items and prices. There 
is no advantage there except to the store able to exercise 
greater skill in the way space is used. 

These reasons are offered here not because compari- 
son of relative advantages is necessary, but to point out 
that the smaller city hardware merchant can profitably 
study the ads of his bigger brother because such ads 





of sales the large store in the large 
city gets very little more direct re- 
sponse to its ads than does the store 
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in the small city on the same amount 
of space. 


NEW STORE OPENING WEEK 





je are three specific rea- 
sons for this. They are briefly as fol- 
lows: 1. While the larger city store 
has a greater population to serve and 
to draw daily business from, it has 
more stores of its kind in competi- 
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tion. It has also indirect competi- 
tion—other types of stores selling 
certain lines of hardware. 

2. Newspaper rates are likely to 
be higher in big cities, which in- 
creases the relative cost of adver- 
tising, and therefore limits the 
amount of space a store can run per 
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week. 

3. A given number of customers 
do not buy any greater quantity of 
a single item in a big city than in 
the smaller one in a given period. 
That is, 100 customers in the big 
city will buy, for example, only one 
ice chest each per year. (The ad- 
vantage of more people to sell to 
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in the larger city is only relative 


Bold display and plentiful use of cuts 
gives this ad a typical hardware appear- 
ance, a valuable point, because half 
the selling power of an ad depends on 
its looking like the kind of goods it 
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are but magnified examples of his own and therefore 
easier to study. 


A Chicago Page 


Chicago is a big city. One of the ads reproduced 
here is that of Hohmeier Lumber Co. The ad is a full- 
page in size and is divided into six sections, each featur- 
ing a division of stock—hardware, paint, electrical 
goods, mill work, machinery, radio. This ad is, in fact, 
six ads, so far as the average small city store goes. 
Each of the sections carries from six to eight specific 
items. 

The store without an adman could and should study 
this type of ad both for ideas on use of space and what 
to feature in the space. Not to imitate but to adapt. 
Copy or text is very brief but describes goods and stim- 
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Brooklyns Greatest One-Day Sale // 
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y} WARE STORES ADVERTISE 


ulates interest. Cuts are freely used, a good lead to 
follow. The occasion is the opening of a new store. 


A Page From New York 


“New York! Why, it is 100 times the size of our 
city or 1000 times! What can we do that a New York 
store can do?” some may say. 

Well, the Namm ad, page size, shows how to do three 
things well that can be done in 40 inches of space: 


F IRST, how to separate one section of items from 
another so each stands out like a house afire. Notice 
the enamelware section. Only a few inches yet six 
typical cooking utensils are pictured and described 
forcefully and clearly. 

(A good idea for a small ad in a small city, one that 
surely would sell enamelware. ) 

Second, in the 32 items there is 
interesting and wide variety. Any 
8 of these items would make a good 
small city ad. In 4 four days of 
advertising a small city store could 
rotate these items 8 at a time and 
get good returns on small amounts 
of space per day. 


j | ‘Tuo, values represented by 


Bath Room Chair, $1.58 ° . 
these illustrate a point that every 

small city hardware store should 
study with care: The price levels 
on the 32 items are in balance; that 
is, if the value is a 69 cent value it 
is a good one for the money. In 
other words, each price range rep- 
resents a real value, one that stays 
in the reader’s mind until she enters 
the store, where she recognizes it as 
the one she saw in the Namm ad. 

Again, there are big-space ads 
but the same skill and care devoted 
to a 30, 40 or 60 inch ad will have 
the same relative effect for the 
smal] store as for the big one. 
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an ad Type and layout are so man- 
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aged here that each section 
and each item stands out 
clearly. Items that stand out 
clearly attract attention and 
attention sells goods 








<=a| We'll Not Be Undersold! = & seccht he cied teaer of Namath pets crm 

























AA ager mares cangin 


“ete ie 








Sa arene iapeesie 





wore 





5 Sea ace 








Se errs re ie 












HARDWARE AGE for APRIL 25, 1929 








HAVE been checking up on 
I some figures concerning acci- 
= dents to children, and am 
astounded to learn some of the 
following facts: 

Every day about twenty child- 
ren—more than 6000 per year, in 
the United States are killed by au- 
tomobiles. 

Thirty-one per cent of all child 
fatalities, and in the age group 
from 5 to 14 years, 42 per cent of 
the fatal child accidents are caused 
by the automobile, according to reliable statistics. 

Non-fatal accident statistics are very meager, but 
safety experts estimate that there are at least 30 non- 
fatal accidents to every fatal accident. Based upon this 
ratio about 600 children per day, approximately 200,000 


per year, are injured by automobiles. 
- 


More children are killed and injured by automobiles 
during the summer vacation months than in any corre- 
sponding period during the school months, when children 
must of necessity use the streets every day. 

These facts point only to one conclusion, and that is 
that children are in greatest danger of automobile mis- 
haps when they are spending many hours in play about 
the home. It is while at play that they are most heed- 
less—most likely to dash thoughtlessly into the street and 


there meet with accident. 
My interest in this subject recently took me to the 


Promoting lawn fence 

sales renders a great 

service to your com- 
‘munity 


By ELMER T. WIBLE 


headquarters office of the Western 
Pennsylvania Safety Council, 
where I learned about the wonder- 
ful work of the country’s various 
safety organizations in reducing 
accidents in the home, in factories 
and mills, on the highways, in 
public buildings, in schools and on 
playgrounds. There are many 
ramifications to the activities of the 
safety organizations, and as they 
are not conducted by large staffs 
of full time, paid workers, their 
work must depend to a large extent upon the coopera- 
tion of other established and functioning organizations. 

It is natural, therefore, that present organized safety 
activities on behalf of children are conducted largely 
through that universal organization, The School. 
Children are given protection and taught safe conduct 
in the school room, in the gymnasium, going to and 
from school, and on the playground. As yet they have 
not generally been afforded corresponding safety pro- 
tection in their play about the home. 


I is not enough for parents to repeat the warning; 
“Please be careful.” It is impossible for parents to 
constantly watch over children at play. But there is one 
simple, easy and inexpensive way to safeguard children 
from the dangers of the street, and that is to give them 
a safe place to play, a front or back yard inclosed with an 
effective fence. 
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It is in this that 
hardware merchants 
have an opportunity 
to render to their com- 
munity a real humani- 
tarian service, whose 
value cannot be meas- 
ured in money. Scores 
of parents among 
your customers daily 
experience constant 
uneasiness and dread 
while their children 
are out at play. Per- 
haps the safety and 
peace of mind _ that 
would be theirs with 
an inclosed lawn has 
never occurred to 
them ; or perhaps they 
have thought of it but do not realize at how moderate a 
cost this security can be obtained. 


"Tue marked increase in the use of lawn fence during 
recent years undoubtedly has been due in a very large 
measure to this compelling need of greater child safety. 
A good lawn fence is always on guard. It never forgets 
to bring little flying feet safely to a halt where danger 
lurks. You will get a lot of satisfaction out of encourag- 


ing the use of lawn 
fence in your com- 
munity, and, _ inci- 
dentally, enjoy a nice 
increased volume of 
desirable business. 


Beswwes the safe- 


ty feature of lawn 
fence, there is the in- 
creasing tendency to 
regard enclosures as a 
protection to property. 
In many instances a 
fence adds to the 
lawn’s appearance, it 
being unobtrusively 
designed gives a touch 
of tidy neatness to the 
lawn. 

A lawn surrounding an attractive house enclosed by a 
good fence, will influence other sales in that neighbor- 
hood, and a special effort should be made to get this 
initial business. 

Play yards, vegetable and flower 
fence protection and this business is waiting for the 
hardware merchant who will make a bid for it. 

Life and property protection are good talking points 
upon which to base your fence selling campaign. Parents, 
school and public officials will recognize it. 


gardens all demand 


These illustrations graphically illustrate the need for lawn fence as a protection 
for children as they play. The good looking enclosures of today add to the well 
kept appearance of the property. 
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Proper Price 


of 
Merchandise 
and 
Cooperation 
Through Groups 


Eprror’s Note—This address was delivered by W. E. 
Schmalfuss at the April 12 meeting of the Chicago Retail 
Hardware Association. Mr. Schmalfuss, as manager of Zion 
Stores, Zion, Ill., conducts a group of varied retail estab- 
lishments carrying an aggregate stock of $200,000, in a city 
having a population of 4789, according to the 1920 census. 

Zion Stores are operated on a strictly cash basis and sales 
totaling $30,000 have been consummated in a single day’s 
business. 

In the course of his talk he paid a splendid tribute to 
Chicago wholesalers, saying: “Chicago has the finest whole- 
sale houses that God ever permitted to exist in any city.” 
He also amplified his statement: “Form among yourselves 
an organization for closer cooperation in both buying and 
selling,” stating that he wished it distinctly understood 
that he was not advocating group or collective purchasing, 
but advised that each dealer give the benefit of his advice 
and experience in these individual problems to his neigh- 
boring dealers, in friendly conclaves, in order to promote 
mutual welfare. 

When a dealer in the audience requested the advice of 
the speaker on how to mark merchandise properly Mr. 
Schmalfuss replied with a quotation from the’ “Good 
Book”: “Wisdom is the principal thing—therefore get 
wisdom.” 


HE one great and truly vital 
question confronting every inde- 


wide-awake merchants who could but 
make a bare living while in business for 


pendent retailer, whether he is 
in the hardware business or any other 
kind, is: “Can I survive and what must 
I do to succeed?” The time when mer- 
chants used to make themselves believe 
that the chain organizations could not 
continue beyond a certain and clearly 
defined period is a thing of the past. 
We know that the chain stores have 
not only come, but they have come to 
stay. They are getting more power- 
ful, and in some communities they have 
suceeded in driving the independent 
merchant elear out of business. Nobody 
is weeping over that fact—in truth it 
may be said that many of these bright 





themselves, today are making a good 
living working for the syndicates, and 
many have sold out their business at a 
fair price to the chain organizations be- 
cause their store was in a desirable 
location and that location was wanted 
by some chain. And believe me that 
today the country is better off without 
so many old-fashioned, unprogressive 
retailers who never were and never 
would be merchants. Remember, we are 
not living in the same age that our 
fathers lived in—in fact conditions have 
changed so tremendously during the past 
five years that one cannot help but 
wonder what is going to happen during 





the coming five years. But let me tell 
you right here and now, my friends, 
that looking into the future through the 
accomplishments of the past, one can 
truly visualize some of the greatest and 
most tremendous changes ever wrought 
in the retail field of endeavor. We are 
standing on the threshold of the great- 
est retail accomplishments that could 
never have been imagined even ten 
years ago. 


Te total volume of retail trade for 
1928, according to figures supplied by 
Dr. Paul H. Nystrom, professor of mer-. 
chandising at Columbia University, was 
estimated at approximately $41,000,000,- 
000, a figure simply beyond the compre- 
hension of the ordinary mind. Now- 
please note that the distribution of re- 
tail trade for the year 1928 compares. 
as follows with estimates for the years 
indicated : 

1928 1927 1923: 

Per Per Per 

Cent Cent Cent 


Department stores 16.0 160 15.4 
Chain stores 15.0 12.0 78 
Mail order houses a5 ..32 423 
Commissary stores 2.0 2.5 2.8 
House-to-house sell’g 2.0 12 2.5. 
Consumer cooperative .25 ... can 

Independent stores 61.25 64.5 67.3 


100.0 100.0 100.0- 


Now from this record we observe that 
department stores have just about held 
their own, while the chain stores have- 
just about doubled their business in ap- 
proximately five years. The mail order 
business has no doubt declined consid- 
erably, even though the leaders are- 
showing substantial increases, partly be- 
cause of their retail store outlets. 

Now I am going to make a definite- 
statement which I believe will prove- 
correct—time will prove it—that the 
chain stores, as such, have made their 
biggest increase and from now on will 
show a much smaller increase during 
the next five years. They are now be- 
ginning to absorb each other rather than 
so many independent retailers. Remem- 
ber that a great number of inefficient 
retailers have been weeded out and the 
remaining retailers are beginning to. 
stiffen up, and they are giving the chain. 
stores some real strenuous competition, 
especially because they are able to give. 
the consumers real individual service- 
that the chains do not and cannot give. 

Almost daily we read of the tremen- 
dous increases that have been made in- 
the sales volume of the greatest chain 
organizations in the country. And as 
we read we wonder what will happen 
next. But a careful analysis, based on- 
cold facts and eonsidering the same- 
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number of stores as the previous year, 
telis a vastly different story from what 
these figures try to impress the average 
reader with. These wonderful figures 
are intended to mislead the general pub- 
lic. Now please note the following fig- 
ures, which are actual facts*: 

I will, for our purpose of comparison, 
select only a few of the best known 
chain organizations. These figures are 
based on February, 1928 and 1929 busi- 
ness. 


N OW, gentlemen, these are indisputa- 
ble facts. Take courage and press for- 
ward. I now come to the more important 
part of my little talk to you. You have 
come here to find out from my talk what 
you should do in order to hold your 
business—to make it more profitable. 
I am going to endeavor to give you 
some real worthwhile thoughts to carry 
home with you. Whatever I can tell 
you is simply based on actual experi- 
ence and should, therefore, prove of 
value to you. Let me get under your 
hide by asking you some very pertinent 
questions, which you will have to an- 
swer for yourselves, for I do not know 
any one of you. And you folks do not 
know me. Therefore I can be quite 
open and aboveboard with you. 


Do you know your stock? Do you 
know how much of your stock is un- 


salable? Can you tell definitely right 
now whether an honest inventory based 
on present valuation will reveal your 
stock worth all that you have repre- 
sented it to your banker? Are you try- 
ing to fool yourself or somebody else? 

Are you properly checking your in- 
voices as to quantity, price and quality ? 
Are your goods properly priced and 
plainly marked? Remember that today 
no retailer can determine his margins 
—they are already predetermined by 
competition. Present day economics do 
not tolerate super-profits. The value 
of your merchandise is the lowest sum 
it can be sold at—and not invite a loss. 

Never forget that your customers are 
today looking for the store that can 
consistently give them the best mer- 
chandise at greatest savings. Stress 
the quality of your merchandise and 


know what you are talking about. 

Maladministration and incompetence 
are the two oustanding causes of fail- 
ures and not the chain stores—but the 
chain stores are the greatest exponents 
of efficiency in buying and selling, and 
unusual, careful, wise administration of 
their business. Do not try to fool the 
public—it can’t be done—you are only 
fooling yourself. Do your sales people 
know how to handle your goods prop- 
erly? Improper handling invites a loss 
—that usually cannot be readily located. 

To make a profit—and remember 
there is no substitute for “profit”—a 
merchant must be alert, be on the job 
constantly, must know his salespeople 
and watch over them like a father over 
his children—must know how to please 
his customers, must watch every possi- 
ble leak from goods stolen neither by 
customers or clerks—must see to it that 
his stocks are kept in perfect condition, 
must see to it that goods are properly 
and promptly delivered. 


Now I want to mention one leak 
that seems quite common in many pri- 
vately owned stores: Owners of stores 
help themselves, and so do other mem- 
bers of their families, to anything they 
may want for their own use without 
making a proper record of such trans- 
action. And they permit price cutting 
to so-called friends and relatives. Now, 
my friends, I am not here to sell you 
anything, and I am not here to foist up- 
on you anything of my own, for I have 
nothing to sell or give you, except ad- 
vice, and that you do not need to take, 
although it’s freely and cheerfully 
offered. 

Get better acquainted with your bus- 
iness. Know exactly what is going on. 
Buy right. Your profit is in your turn- 
over. Do not buy gross lots or six 
dozen lots of anything. Let the manu- 
facturer or jobber carry your stock for 
you. Do not think for one moment 
that you are making money because you 
get a much better price—perhaps a sav- 
ing of 10 per cent—on goods when you 
buy six dozen rather than one dozen, 
when you do not sell six dozen of that 
particular item in six months. Instead 
of a saving of 10 per cent you are los- 
ing 4 per cent. Buy one dozen every 











No. of Stores 

Feb., Feb., 
29 ’28 

83 63 

221 158 
515 439 
193 183 
1,026 915 
1,724 1,603 


Increase 
in Sales 
+30.4 
+23.7 
+ 49 
+ 44 
+ 13 
+ 2.0 


Grand 
Grant 
Kresge 
Kress 
Penney 
Woolworth 


Per Cent 
Decrease 
— 1.1 
—11.7 
—10.6 
— 1.0 
— 97 
— 63 


Volume per Store 
Feb.,’29 Feb.,’28 
$14,160 $14,309 
15,909 18,000 
18,979 21,229 
22,580 22,800 
8798 9,739 
11,090 11,841 


Increase 


+31.7 
+39.8 
+17.3 
+ 5.4 
+12.1 
+ 9.0 








month and make your legitimate profit 
and have it rather than worry along for 
six months on an item that may leave a 
dozen or more on your hands because 
the demand suddenly ceases. And all 
and sometimes more than your profit 
is tied up in this left-over, unsalable 
merchandise. And where you can buy 
one-half dozen lots you are still better 
off. 

Now another thought that it will be 
well worth your while to bear in mind. 
A difference of 10c. or 25c. a dozen on 
an item that has come to you from 
a distance of 300 to 1000 miles does 
not represent a saving when you con- 
sider freight charges and delivery rates. 
It is far cheaper to buy of your local 
house where you can get prompt deliv- 
ery without any, or at least very small, 
delivery expense. Do not scatter your 
business to 75 or 100 houses if you can 
concentrate that same business with one 
or two reliable concerns close by who 
will stand by you and help you over 
any difficulty that might arise, who will 
be glad to assist you with your store 
problems, such as proper layout, adver- 
tising, etc. And if some time you do 
buy something you should not have 
bought, these folks will help you out and 
often will accept return of merchandise 
that you could never return to the man- 
ufacturers. 


Fors among yourselves an organi- 
zation for closer cooperation in both 
buying and selling. You are quite capa- 
ble to have that kind of an organization 
But never forget that no matter what 
you do, get at all the facts, analyze 
every part of your business, eliminate 
everything that can profitably be elim- 
inated and add lines of merchandise 
that are proving profitable. , 

As the so-called drug store of today 
has become a miniature department 
store and is constantly adding new 
lines of profitable merchandise, so can 
the hardware merchant of today re- 
organize his business to become a dis- 
penser of more lines of profitable mer- 
chandise. But he must be wide awake. 
He has nothing to fear of any chain 
organization, if he is all that he ought 
to be in his business. 

A good merchant welcomes competi- 
tion. Competition is the life of trade. 
Of all the failures last year, 35 per cent 
were caused by incompetence; 33 per 
cent caused by inefficiency; 20 per cent 
were caused by lack of capital; 12 per 
cent were caused by inability to meet 
changing conditions. 

As far as possible, sell for cash. 
Credit must be thoroughly investigated, 
and can be extended only to A-1 risks. 
Total credit extended and carried at 
end of 1928 amounted to over $12,000,- 
000,000. 
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This Display of Builders’ Hardware Won a Silver Cup 


HE attractive window display reproduced here, and says that it brought them considerable business from 
arranged by M. H. Herzog, Kingston, N. Y., was the first day of its appearance. At least one large con- 
adjudged the best display in a competition conducted by tract was secured that was credited to the window. 
the Uptown Business Men’s 
Association of Kingston in 
connection with “spring dis- 
play week” in which all local 
merchants were eligible to 
compete without cost. 


‘Dae cleverly arranged 
background, built of wall board 
in clap-board effect, painted 
white, gave it the convincing 
appearance of a real house. 
The door was also made of 
wall board. The window was 
backed with wall paper and 
had an electric light concealed 
for effect. The flower box 
contained cloth flowers that 
looked like the real thing. 

The floor of the window 
was covered with imitation 
grass and the walk was of 
gray crépe paper. The hard- 
ware sampled on light colored 
mounts made a complete pic 
ture. Corbin hardware for 
Colonial and English types of 
residence was used for this 
attractive display. 











Mr HERZOG found this 


display well worth the effort 








Displaying Hardware 
in Mexico City 


This photograph of the front of a 
hardware store in Mexico City was 
snapped by John S. Van Gilder, as- 
sistant manager of C. M. McClung 
& Co., the well-known hardware 
jobbing house at Knoxville, Tenn. 

Mr. Van Gilder has just returned 
from a winter vacation in Mexico, the 
land of dark-eyed senoritas, thrilling 
bull fights and constant revolutions, 
but found time to observe modern 
Mexican merchandising methods. 
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Who Sells Nails Sells Romance 


“In which case” Charles Hagan, Sr., replied, “this 
conference is adjourned.” 

“I think they’re dears,” Sybil volunteered, as she and 
Charles, Jr., purred along toward the Country Club in 
the roadster. “Your mother is perfectly sweet, and your 
father is the smartest thing. Such a dry sense of humor. 
I loved the gentle way he kidded -me.” 

“Mother is a good scout and Dad’s not so dusty,” 
agreed Charles, Jr., “but I’m afraid neither of them 
understand our point of view. I hate to disappoint 
them, but of course it’s out of the question for me to 
go into the store. It’s the big world for us, dear.” 

“Oh, absolutely” agreed Sybil; “still, you’ll certainly 
miss that lovely home.” 

“Not if I’m with you,” said Charles, and drove with 
one hand. 

“I’m running out to see a house I’ve just equipped” 
said Charles Hagan, Sr., the next morning, “I wonder 
if you’d like to come along, I’m rather proud of it.” 

“I’d love to,” said Sybil. 


Te house was a six-room cottage ; white, with green 
blinds, a broad screened porch, and a tiled roof. 

“It’s darling,” said Sybil. “No wonder you’re proud 
of it.” 

“I don’t claim much of the credit” explained Mr. 
Hagan. “It’s an old house made over by a clever archi- 
tect. The furniture came from another store—I don’t 
deal in furniture. 

“But I supplied this linoleum. I think it brightens up 
this hall, don’t you? The fellow who designed it must 
have felt he’d created something. All I did was to sug- 
gest this particular design to fit here—and sell it. 

“I suppose that isn’t exactly creative, but maybe some 
one else might have chosen worse. It’s funny the way 
I feel about these things I deal in. I guess I’m kind of 
a romanticist. The way I look at it, if I was selling 
flowers I’d be selling the kind of romance that looks 
beautiful, but fades in a day or so. Linoleum, though, 
goes into a home and if it’s good linoleum it’s a kind 
of romance that lasts a long time. Like real married 
love.” 

“Why, that’s a poetic thought,” said Sybil. “I’d never 
have seen linoleum that way.” 

“You would if you really thought about it,” said Mr. 
Hagan. “Take this paint job, now. Outside and in. 
Paint is nothing but lead and oil and turpentine and 
pigment. But choose them right and mix them properly 
and you’ve got something that adds beauty and preserves 
it. I get a real kick out of selling good paint. 

“But let’s go out in the kitchen. When you come 
right down to it the kitchen comes pretty near being 
the heart of a home. It’s the power plant that keeps 
it running.” 

It was a blue and white kitchen. 

“Tt’s small,” Mr. Hagan remarked, “but a big kitchen 
is a woman-killer. This house was built for the house- 
wife who does her own work—as nine-tenths of them 
do. This kitchen ought to make even an indifferent 


(Continued from page 45) 


housekeeper happy at her work. We've figured on sav- 
ing her steps. Everything is where she can reach it 
easily. The sink is high so she needn’t stoop. There’s 
a spray dishwasher. Even the garbage can is a thing 
of beauty—and it opens and closes by foot pressure. 


“6 

Li YOK at that steel cabinet. I wonder if you have 
any idea how much work it saves? Every time I sell 
one of those things I feel I’ve lightened drudgery and 
added sweetness and light to a home.” 

“IT should think you would,” exclaimed Sybil. “Oh, 
what a wonderful stove!” 

“Good, isn’t it? It’s run by clockwork. The house- 
wife can prepare her meat, vegetables, pies or whatever 
she wants, put them in the oven, set it to start and stop 
at the proper time, then go out to bridge or the movies— 
and find dinner cooked when she returns.” 

He motioned to the breakfast nook. 

“And here,” he said, “the housewife can get break- 
fast without leaving her seat. Electric percolator, elec- 
tric grill and waffle-iron, electric toaster. I like selling 
these electric dodads—I always feel I’ve done something 
to smooth the pathway of true love. 

“It’s a strange thing, electricity,’ continued Mr. 
Hagan. “It does anything we want it to, but nobody 
knows what it is. I read a lot about electrons and atoms 
and things, but as a hard materialist, dealing in nails 
and frying-pans, it’s the work electricity saves that 
occupies me.” 

“I don’t think you’re a hard materialist at all,” pro- 
tested Sybil. “Why, this kitchen is a work of art. I 
could love working in it.” 

“It isn’t bad,” admitted Mr. Hagan. “I think you'd 
like the laundry, too. A washing machine that does 
everything but put the clean clothes away. And the 
furnace is pretty good. Run by a rheostat.” 


He showed it to her. He showed her the vacuum 
cleaner, too. And the many outlets for lamps, radio or 
talking machine plugs. He showed her the bright 
chambers upstairs, one a delightful nursery, and the 
three baths. 

He rambled on about brass pipes, shower baths, towel 
racks, medicine chests, electric fixtures and plaster while 
Sybil marveled at the perfection of appointments in this 
remodeled country house. 

Suddenly Mr. Hagan looked at his watch. 

“Quarter to 11,” he said. “Time to go back to the 
store. Hope you havn’t been bored. All this detail in- 
terests me, and I forget that it might seem dull to 
others.” 

“Dull,” said Sybil, “it’s enchanting!” 

“Well, son,” said Charles Hagan, Sr., as he and Sybil 
entered the store, “I hope you haven’t found its atmos- 
phere of pails and tin pans, nails and cement too con- 
taminating.” 

“Don’t be silly, Dad,” replied Charles, Jr. “I never 

(Continued on page 82) 
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Retail Hardware Trade Agency 
Available for Distribution 


The “Survey of Retail Hardware Busi- 
ness in the United States,” which has just 
been published by the General Business 
Research Corporation, 41 East Forty- 
second Street, New York, N. Y., is most 
comprehensive and instructive. It com- 
mends itself for concise and graphic pre- 
sentation of material facts respecting actual 
conditions in the hardware business, which 
were obtained by skilled investigators 
through personal interviews with 2057 re- 
tailers and 1188 consumers, located in 387 
different cities and towns in all parts of 
the United States. 

Increase and decrease in sales in vari- 
ous lines of merchandise; importance of 
competition from different sources, and 
what is being done to meet it; results 
obtained from installment selling and mod- 
ern merchandising methods; importance of 
women customers, and their effect on sales; 
where consumers are buying different kinds 
of hardware, and why, are among the 
many important subjects covered. 

The facts disclosed by the survey cable 
enable the individual hardware retailer, in 
solving his problems, to profit by what is 
shown to have been the experience of 
others. 

This extensive survey cost thousands of 
dollars to prepare. However, those re- 
sponsible for the survey have adopted an 
unusually generous attitude in being will- 
ing to publish its results for the benefit 
of the hardware trade in general. Accord- 
ingly, copies have been printed in booklet 
form and are available for general dis- 
tribution at the nominal cost of $1.50 each. 
They can be obtained from the General 
Business Research Corp., 41 East Forty- 
second Street, New York, N. Y. 


Earl Lines Will Direct 
Kelvinator Corp. Advertising 


Earl Lines, for the past three years ad- 
vertising and sales promotion manager 
of the Leonard Refrigerator Co., Grand 
Rapids, Mich., cabinet division of the 
Kelvinator Corp., Detroit, Mich., has been 
appointed director of advertising and sales 
promotion of the Kelvinator organization. 
He succeeds J. A. Corcoran, who has been 
appointed manager of the New York 
branch of the Kelvinator Corp. 


A. C. Conde Announced Winner 
of Sheffield Bronze Contest 


A. C. Conde, manager Better Paint Store, 
Sterling, Ill., has been announced as the 
winner of the letter contest sponsored by 
Shefheld Bronze Powder Co., 2581 East 
Fifty-fifth Street, Cleveland, Ohio. 

The first prize award was a complete 
stencil assortment, stock cabinet, and 
counter book. All paint and hardware deal- 
ers, jobbers, their salesmen and their clerks 
were eligible to enter this contest, which 
closed on April 5. The subject of the 
letter was: “Why I Think Sheffield 
Decorative Stencils Should Be Carried by 
Every Dealer.” 

The Carpenter Advertising Co., Cleve- 
land, judge of all letters, has also an- 








nounced that Robert Waitt, Waitt & Glass, 
Richmond, Va., is the second prize winner. 
The third, fourth, and fifth prizes were 
won by Allen E. Bjork, salesman The 
Calhon Co., St. Paul, Minn.; A. J. Ber- 
nier, The Bernier Co., Minneapolis, Minn., 
and A. J. Olander, manager, Endurance 
Paint Co., Los Angeles, Cal. 

Every person who entered the contest 
was given a souvenir prize for a memento, 


as no merchandise had to be purchased in | _ 
| sion was opened with the Emblem Com- 


order to participate. 


G. LaRue Masters Sales Manager 
National Lock Washer Co. 


G. LaRue Masters has been made sales 
manager of the National Lock Washer Co., 
Newark, N. J. The new sales manager 
has been with the company for nearly ten 
years. He was first in charge of its car 
window equipment business, and for the 
past two years has been assistant 
manager cf the organization. 





G. LaRUE MASTERS 











Mr. Masters is known to many of the 
hardware trade and is well equipped to 
handle the duties of his new position. The 
National Lock Washer Go. manufactures 
spring and lock washers for many pur- 
poses. 


Chicago Solder Co. Becomes 
Kester Solder Company 


The officers and directors of the Chicago 
Solder Co., 4201 Wrightwood Avenue, Chi- 
cago, Ill., announce the change of the com- 
pany name to Kester Solder Company. 

The personnel of the organization re- 
mains the same. The company’s brand 
name for its solder, “Kester,” has become 
possibly even better known than the name 
of the manufacturer, and so it was deemed 
advisable to incorporate the name Kester 
into that of the company. 

Soss Mfg. Co. Moves to New 

Jersey 

Soss Mfg. Co. announces the removal 
of its plant and offices from 778 Bergen 
Street, Brooklyn, N. Y., to 647 East First 
Avenue, Roselle, N. J. 





sales | 








The Nutmeggers’ April Meeting 
Had Record Attendance 


More Nutmeggers attended the April 10 
meeting, held in the City Club, Hartford, 
Conn., than at any previous meeting of 
The Nutmeggers held this year. John T. 
McCulloch, Robeson Rochester Co., presi- 
dent, was in the chair and presided with 
his usual efficiency. 

Following the dinner the business ses- 


mittee reporting on a new _ button-hole 


| emblem which will be worn by members 


on various occasions. It was reported that 


| papers of incorporation had been signed 


and filed with the Secretary of State. 
Announcement was made that the annual 
Nutmegger outing would be held some 
time between June 10 and 15. 

Nutmegger Marshall W. Flagg then 
spoke briefly regarding the “Atkins” saw. 

The speaker of the evening was F. R. 
Benjamin, vice-president of the Harvey 
Blodgett Co., New York, N. Y. He took 
as his subject “Science of Business Build- 
ing,” and illustrated his ccmments with 
the aid of blackboard sketches. 

E. C. Sullivan, secretary-treasurer, made 


; a comprehensive report before the meeting 
| was adjourned. 


Sidway-Topliff Co. Appoints 
Masback Hardware Co. 


The Sidway-Topliff Co., Washington, 
Pa., manufacturer of wheel toys, has ap- 
pointed as its exclusive Metropolitan dis- 
tributor the Masback Hardware Co., Inc., 
76 Warren Street, New York, N. Y. 
This jobbing house will carry at all times 
an adequate stock of children’s vehicles 
manufactured by Sidway-Topliff. 


Washington, D. C., Jobber Wants 
Manufacturers’ Data and Prices 


Fetterman Electric & Hardware Co., 
wholesale distributor at 1216 H Street, 
N. E., Washington, D. C., is desirous of 
securing complete data relative to prices, 
freight, packing, etc., from manufacturers 
of the following items: Household saws, 
glass draw knobs, fiber and beveled bibb 
washers, casters, door checks, lanterns, 
patching plaster, brass hinges and hasps, 
marmora glue, BB shot in 25-Ib. sacks, 
fishing supplies, bathroom fixtures, work- 
man’s gloves and leather soles. 


W. C. Katker Again Heads 
Favorite Stove & Range Co. 


At a recent meeting the board of di- 
rectors of the Favorite Stove & Range Co., 
Piqua, Ohio, unanimously reelected W. C. 
Katker president. 

Under Mr. Katker’s direction, sales have 
increased 50 per cent due to the changes 
on products, production, and personnel. 
Orders now at the factory indicate the 
greatest year in the history of the com- 
pany due, in part, to increased sales and 
advertising activity. 
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Chicago Retail Dealers Meet 
in Hotel Sherman, April 12 


The membership of the Chicago Retail 
Hardware Association was well represent- 
ed at the April 12 meeting, which con- 
vened in the Louis XVI Room of the 
Hotel Sherman. 

W. E. Schmalfuss, manager of Zion 
stores, Zion, Ill., discussed “Proper Pricing 
and Cooperation Through Groups” in a 
competent and forceful manner. It was 
the concensus of members’ opinion that 
the address of Mr. Schmalfuss was one 
of the most instructive and helpful they 
have had the pleasure of hearing in recent 
months. Full report of the address will be 
found elsewhere in this issue. 

President Oscar Fisher called on E. Gun- 
nard Lindquist, chairman, board of gov- 
ernors, for a report on the association’s 
activities since the first of the year. A 
membership increase of 80 members and 
many other accomplishments were enu- 
merated in the report. Mr. Lindquist also 
called attention to the good financial con- 
dition of the association, and urged that 
more dealers avail themselves of the ser- 
vices of the various bureaus established 
by the organization for the benefit of mem- 
bers. 

Secretary J. C. Amis announced that 
Fred St. John, merchandise expert of the 
Standard Show Card Works, Chicago, 
would speak on “Modern Display and the 
Use of Show Cards” at the May 10 
meeting. 


Sudden Heart Attack Brought 
Death of Mrs. L. M. Stratton 


In the April 11 issue of HARDWARE AGE 
there appeared a brief item announcing 
the untimely death of Mrs. Leslie M. 
Stratton, Memphis, Tenn., wife of Leslie 
M. Stratton, president Stratton-Warren 
Hardware Co. of that city. At press time 
it was impossible to secure the further 
details which are now available. 

Mrs. Stratton was stricken on the morn- 
ing of March 30 with a sudden heart at- 
tack. She was taken to the Methodist 
Episcopal Hospital, revived for a brief 
time, but passed away shortly after noon. 
Although she had experienced slight heart 
attacks in the past, her health had been 
unusually good. 

Mrs. Stratton was 49 years of age. She 
was married in 1902 and was an active 
worker in civic affairs. Mrs. Stratton was 
well known throughout the South, as she 
attended many of the conventions of the 
Southern Hardware Jobbers’ Association, 
of which Mr. Stratton is now incumbent 
president.. Surviving Mrs. Stratton are 
her husband, eight children and_ three 
brothers. { 


Reading Iron Co. Stockholders 
Elect Officers and Directors 


At the annual meeting of stockholders 
and directors of the Reading Iron Co., held 
on April 9 in the company’s general offices, 
Reading, Pa., the following officers and 
directors were elected for the ensuing year : 
L. E. Thomas, president; John M. Callen, 
vice-president; P. N. Guthrie, Jr.; R. J. 





Wenger, vice-president; Geo. W. Delany, 
secretary, and Henry N. Yost, treasurer. 
Directors include L. E. Thomas, John M. 
Callen, P. N. Guthrie, Jr., R. J. Wenger, 
A. J. Maloney, and Randolph Stauffer. 





New Dill Display Unit to Be 
Named by Dealer Contest 


A new display unit is being announced 
by The Dill Mfg. Co., Cleveland, Ohio, 
and will be named by dealers—a check for 
$100 to be paid for the winning name. 
Should two or more contestants submit 
the winning name, each will receive $100 
as first prize. 

This new unit of display contains a rep- 
resentative assortment of tire valve parts, 
enabling the dealer to keep a complete 
stock before his customers. Dealers need 
not purchase this display unit to compete 
in the contest, but may receive from the 
manufacturer, without charge, complete 
descriptive material enabling them to sug- 
gest a name and enter the contest. Every 
contestant will receive a worth-while sou- 
venir prize. 

The contest will be judged by C. W. 
Seiberling, vice-president, The Seiberling 
Rubber Co.; F. L. Ryan, vice-president, 
India Tire & Rubber Co., and J. F. Jones, 
vice-president, Mohawk Rubber Co. 

Dealers and their salesmen are invited 
to enter the contest, which closes on mid- 
night, May 25. 





Williams Cuts Out Phone Time 
—Plans for Department Store 


For several years, past N. R. H. A. 
President Hamp Williams, of Hot Springs, 
Ark., has furnished the correct time with- 
out charge to the people of his locality who 
would telephone his store. On April 1 this 
service was discontinued. In a newspaper 
announcement the reason for the discon- 
tinuance was attributed to chain store and 
mail-order house competition. The record 
of this telephone time record shows that 
624,337 calls were answered at the cost of 
about $6,240. 

Hamp Williams announces that he is 
opening a self-serving department store in 
Hot Springs which will carry a wide vari- 
ety of lines. The store will be known as 
Hamp Williams Department Store, Inc., 
with Mr. Williams as president. 


G. H. Wade Joins Stanley Works 
—Will Contact with Architects 


G. H. Wade has joined The Stanley 
Works, New Britain, Conn., and will be 
a contact man with the architectural pro- 
fession in Ohio, western Pennsylvania, 
West Virginia, and Kentucky. 

Mr. Wade was formerly manager of 
the builders’ hardware department of 
Emmons Hawkins Hardware Co., Hunt- 
ington, W. Va. 


F. P. May Salesmen Inspect Plants of York Hardware 
Manufacturers 


Practically the entire sales force of the 
F. P. May Hardware Co., Washington, 
D. C., participated recently in a three-day 
factory inspection trip at York, Pa. 

The May party of twenty motored from 
Washington to York in time for dinner, 
which was served at the Yorktowne Hotel. 
Following the dinner a short, enthusiastic 
sales meeting was held, and later the sales- 
men visited local motion-picture houses and 
theaters. 

At eight o'clock the next morning the 
first inspection trip was undertaken at the 
plant of the New York Wire Cloth Co. 
Here the men were shown the various 
processes in the production of wire cloth. 

Luncheon was held at the York Country 
Club, and early in the afternoon the May 
salesmen were taken through the buildings 
of the Certain-teed Products Corp. That 





evening dinner was held at a leading café 
and was followed by a theater party. 

On Saturday morning the men reported 
at the Manley Mfg. Co. plant. Here they 
saw the manufacture of garage equipment, 
such as automobile lifts, electric car wash- 
ers, hydraulic jacks, etc. Lunch was served 
at the Manley factory before the men left 
for home. 

The F. P. May Hardware Co. is a 
wholesale distributor for the three organ- 
izations whose plants the May salesmen 
visited. Leo C. May, vice-president of the 
May organization, was in charge of the 
party. Mr. May writes that he was par- 
ticularly impressed with the cleanliness and 
orderliness of the New York Wire Cloth 
plant, and that this plant is exhibited as a 
model for industry, thriftiness, labor sav- 
ing and labor protection. 
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Cleveland Paint & Color Co. 
Recently Formed in Cleveland 


Cleveland Paint & Color Co. a new 
wholesale and retail paint concern, has 
been formed in Cleveland by W. A. Al- 
pers, former president of the Cleveland 
Window Glass & Door Co. and associates. 
Mr. Alpers will be president of the new 
company and A. A. Harbert, who has 
been with the Cleveland Window Glass & 
Door Co. for 24 years, will be secretary. 
R. H. Whitlow will be vice-president. 

The company was formed through the 
purchase of the paint division of the Cleve- 
land Window Glass & Door Co. and the 
acquisition of the assets of the W. A. 
Alpers Co., paint manufacturer of Cleve- 
land. 

The new company has leased the first 
two floors of the building at 1200 Bolivar 
Road, S. E., now occupied by the Cleve- 
land Window Glass & Door Co., which 
will occupy the upper two floors of the 
building. The personnel of the store, 
office, sales and manufacturing departments 
of the paint division taken over by the 
new company will remain unchanged. The 
Cleveland Window Glass & Door Co. will 
continue to handle window glass, door and 
window sash and other building materials. 


Discuss Present Day Problems 
at Brooklyn Dealers’ Meeting 


An active discussion of present day 
business problems was the outstanding fea- 
ture of the Brooklyn Hardware Associa- 
tion meeting held at the Johnston Bldg., 
Brooklyn, N. Y., Thursday, April 11. 
President Edward F. Daily presided and 
Secretary Robert Pearsall tended the 
duties of that office. The question box 
discussion led by H. A. Cornell was lively 
and interesting. R. J. Atkinson and Mr. 
Cornell kept the meeting alert. Mr. Cor- 
nell announced that the annual outing of 
the Metropolitan Hardware Association 
would be held Tuesday, June 18, and that 
the organization’s 1930 banquet would be 
held on Jan. 30. 


New Reznor Mfg. Co. Catalog 


The 1929 catalog for “Reznor” gas heat- 
ers has recently been issued by Reznor 
Mfg. Co., Mercer, Pa. This is a very 
complete book, profusely illustrated, and 
contains much information of interest to 
dealers. Reznor Orthorays, wall heaters, 
luminous flame heaters and reflectors, are 
shown and described in this catalog. 


C. L. Jordan of Tampa, Fla., 
Now Manufacturers’ Agent 


C. L. Jordan has established himself as 
a manufacturers’ representative at Sulpher 
Springs Station, Tampa, Fla. 

He was formerly connected with the 
Keystone Steel & Wire Co., Peoria, IIl., 
and later represented Stauffer Eshleman 
& Co., Ltd., in the Florida territory. Prior 
to these affiliations Mr. Jordan was for 
many years buyer and floor manager of 
the Panama Hardware Co., Panama City, 





Fla. He is well and favorably known 
throughout the State of Florida. 

Mr. Jordan is now representing the 
Albert Lea Foundry Co., New York Cord- 
age Co., B. & J. Mfg. Co., and the Supe- 
rior Steel & Wire Co. in Florida. 


Stanley S. Rand, Vice-President 
The McCaffrey File Corp. 


Stanley S. Rand has been made vice- 
president and director of sales for The 
McCaffrey File Corp., Fifth and Berks 
Streets, Philadelphia, Pa., succeeding the 
late Frank Gould. 





STANLEY S. RAND 











For many years Mr. Rand was affiliated 
with The Peck, Stow & Wilcox Co., 
Southington, Conn., having been for the 
last seven years that company’s sales man- 
ager of its small tool and builders’ hard- 
ware department. 

The McCaffrey File Corp. was organ- 
ized in 1863 as the McCaffrey File Co., 
and not as HARpware AGE stated recently, 
in 1926. The late Mr. Gould became affili- 
ated with the organization in 1928, when 
it was incorporated undef its present name. 


Packard Electric Sponsors 
Indianapolis Auto Racers 


A new sponsor will appear in automobile 
racing circles for 1929 when a team com- 
posed of Leon Duray, Tony Gulatto, and 
Ralph Hepburn make their initial appear- 
ance at the Memorial Day races at In- 
dianapolis in cars sponsored by The Pack- 
ard Electric Co., Warren, Ohio. 

Leon Duray, who is in charge of the 
three cars, at the present time holds the 
circular track record for all size motors 
made at the Packard proving grounds last 
summer of 148.2 miles per hour. He also 
holds the lap record at Indianapolis at 
124.13 miles per hour., and the four-lap 
qualifying record as well as all existing 
major speedways qualifying records. 

As is customary, The Packard Electric 
Co. will have a stall at Indianapolis on 
Memorial Day so as to render all partici- 
pants in the big race every assistance pos- 
sible in connection with their wiring cir- 
cuits. 





Stubbs Bros. Hardware Co. Now 
Stubbs Hardware Company 


The business formerly conducted at 119 
Congress Street, West, Savannah, Ga., by 
Otis and J. M. Stubbs under the firm name 
of Stubbs Brothers Hardware Co., has 
been incorporated as Stubbs Hardware Co. 

Otis Stubbs is president of the new com- 
pany; J. M. Stubbs is vice-president ; Miss 
Lois Ryals, secretary, and A. R. Lawton, 
Jr., assistant treasurer. 

The company plans an extension to its 
business, with particular attention being 
paid to the sporting goods department. 
The capital stock of the corporation is 
understood to be about $30,000. 


O. B. Surpless Will Address April 
Meeting of Boosters 
“The Rising Trend of Taxation” will be 


| the subject of an address by Oliver B. 
| Surpless, president Surpless, Dunn & Co., 


New York and Chicago, before the Hard- 
ware Boosters’ meeting in the Hardware 
Club, New York, N. Y., on Saturday, 
April 27. 

Luncheon will be served at 1 p. m. sharp. 
All hardware men and their friends are 
invited to attend this meeting, which prom- 
ises to be one of the most interesting of 
the year. Taxation is a timely subject, 
and Mr. Surpless’s review of conditions 
will be both interesting and instructive to 
the hardware men. 


Ross & Fuller Association to Be 
Discontinued on May 1 


With the discontinuance on May 1 of 
The Ross & Fuller Association, manufac- 
turers’ direct representatives at 1 Hudson 
Street, New York, N. Y, there passes out 
of existence one of the oldest concerns of 
its kind in New York City. 

Organized during the Civil War by 
W. K. Ross, Joseph A. Fuller, and W. K. 
Fuller, the business continued without in- 
terruption until the present date. 

Adolph Machetto, for 23 years associated 
with The Ross & Fuller Association, will 
continue to travel the New York-Missouri 
River territory for The Malin & Co., wire 
manufacturers of Cleveland, Ohio. Mr. 
Machetto will be in charge of their New 
York office at the old Ross & Fuller ad- 
dress, 1 Hudson Street. 


Stockholders of Thomas Iron 
Elect at Annual Meeting 


At the annual meeting of the stock- 
holders and directors of the Thomas Iron 
Co., held in the company’s general offices 
at Reading, Pa., on April 9, the following 
directors and officers were elected for the 
ensuing year: 

L. E. Thomas, president; John M. Cal- 
len, vice-president; Geo. W. Delany, sec- 
retary, and Henry N. Yost, treasurer. 
Directors include: L. E. Thomas, J. M. 
Callen, P. M. Guthrie, Jr., R. J. Wenger, 
A. J. Maloney, and Randolph Stauffer. 
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“The Fair” Buys Nicholas Store 
in Oak Park, IIl. 

The Nicholas Company store at Marion 
and Lake Streets, Oak Park, IIl., has been 
purchased by “The Fair,” a Chicago loop 
department store. In addition, it acquired 
the branch store of the Nicholas Company 
at 126 North Oak Park Avenue. D. F. 
Kelley, president of The Fair, announced 
that the new acquisitions will be operated 
as branches of the loop store. 

The Lake-Marion building fronts 82 ft. 
on Lake and 208 ft. on Marion, and has 
three floors and basement. It was com- 
pleted late in 1928 by the Nicholas Hard- 
ware Company, as the Nicholas Company 
was then known. 

Robert E. Nicholas was president and 
treasurer and Lester R. Walker secretary 
of the Nicholas Company, which is well 
known in hardware circles, having been 
operated as a hardware establishment for 
over 21 years. 

When the firm moved to the new quar- 
ters on Nov. 10, 1928, the name was 
changed from the Nicholas Hardware Com- 
pany to the Nicholas Company due to the 
addition of new lines and new departments. 
In its revamped scope it was in reality a 
high-class hardware department store. 

It is understood that The Fair intends 
to augment the present stock with dry- 
goods and other department store lines. 
Few changes in personnel or executive 
staff are expected, as it is said to be the 
desire of the new owners to keep the 
present organization intact. The consid- 
eration involved in the transaction was not 
disclosed. 





Scientific Book Corp. Issues 
Revised Plumbing Manual 


The revised and enlarged third edition 
of “Plumbing Questions and Answers,” 
by Joseph E. Taggart, has recently been 
published by Scientific Book Corp., 15 East 
Twenty-sixth Street, New York, N. Y. 

This volume is of value to all in any 
way connected with the plumbing trade, 
as it presents the fundamentals upon which 
the entire plumbing installation of the 
largest city of the world is founded. 

Originally, this work was compiled in 
response to many requests for an inter- 
pretation of the Plumbing Code of the 
City of New York. These rules have been 
converted into question and answer form, 
some with sketches to make their méan- 
ing clearer. 

It contains much useful information that 
should be known by every master and jour- 
neyman plumber and helper, sanitary en- 
gineer, plumbing inspector, architect, esti- 
mator and draftsman. The book is made 
up in handy pocket style, convenient for 
carrying around on the job or for study 
in spare time. 


Dill Issues Valve Handbook 





Furnishing dealers with complete infor- 
mation regarding tire valve and valve part 
application and replacement is the purpose 
of a new handbook now being distributed 
by The Dill Mfg. Co. of Cleveland, Ohio. 

Besides a complete picturization and de- 
tailed description of the line of Dill stand- 





ard valves and valve parts, the new hand- 
book contains latest valve and valve part 
practices adopted by the Tire and Rim 
Association of America, standard valve 
changeover information, and cross index 
of Dill products with corresponding prod- 
ucts of other lines. 





Ralph Neumuller Now Director 
Westinghouse Lighting Institute 

Ralph Neumuller has become the di- 
rector of the new Westinghouse Lighting 


Institute, which will be opened on May 31 
at the Grand Central Palace, New York, 





RALPH NEUMULLER 


N. Y. For the past ten years he has been 
affiliated with the United Electric Light & 
Power Co., New York City. 

In 1919 Mr. Neumuller became advertis- 
ing manager of the United company, and 
in 1925 was made merchandising manager 
in addition to being advertising manager. 
He is well known in the electrical trade 
and is prominently identified with various 
trade organizations. 


Alden, Inc., Will Open New 
York City Sales Office 

Alden, Inc., drapery division of Paines- 
ville Metallic Binding Co., Painesville, 
Ohio, manufacturer of oilcloth binding and 
curtain rods, will open a showroom at 16 
‘Warren Street, New York, N. Y., on or 
after May 1. A. Rosenberg will be in 
charge of this office, which will carry an 
ample stock. 








New Hygrade Lamp Catalogs 


Two new catalogs have been published 
recently by the Hygrade Lamp Co., Salem, 
Mass. One is devoted to the company’s 
line of lamps for all purposes. Among the 
many type lamps shown are those for gen- 
eral lighting service, for industrial work, 
signs, street lighting and decoration. List 
prices and many illustrations are to be 
found. 

The other catalcg is devoted to the 
Hygrade radio tubes. Several models are 
listed and described. 





Fire Partially Destroys 
Weed & Co. Buffalo Warehouse 


According to a newspaper report, the 
warehouse of Weed & Co., wholesale hard- 
ware distributor of 95 East Swan Street, 
Buffalo, N. Y., was partially destroyed by 
fire on April 16. The damage was set at 
a half million dollars. No further particu- 
lars were available at press time. 





Nesco Appoints J. F. Hahn and 
T. W. Gulley Vice-Presidents 


Alfred J. Kieckhefer, president of Na- 
tional Enameling & Stamping Co. Inc., 
Milwaukee, Wis., announces the appoint- 
ment of J. F. Hahn as vice-president and 
treasurer in charge of finance and the ap- 
pointment of Thomas W. Gulley as vice- 
president in charge of sales. 

Mr. Gulley’s appointment will be of par- 
ticular interest to the trade because of his 
very wide acquaintance throughout the 
country. His association with the com- 
pany extends over a period of years, start- 
ing with the Baltimore branch, through the 
position of assistant sales manager at that 
branch and then transferred to Milwaukee 
as general sales manager. He now ad- 
vances another step to that of vice-presi- 
dent in charge of sales. 


Supplee-Biddle Has Issued 
Auto Accessories Booklet 


An interesting catalog-booklet devoted 
to auto accessories has recently been re- 
leased by the Supplee-Biddle Hardware 
Co., Philadelphia, Pa. In this issue of 
“Live Wire Specials” are many descriptive 
and illustrated items relative to accessories 
for the automobile. The offerings are not 
good after May 31, 1929. 


North Ridge Brush Co., Inc., 
Sponsors Display Contest 


A prize of $100 for the best spring or 
summer window display representing an 
outdoor scene in which its “North Ridge 
Pines” or any similar pine tree for deco- 
rative purposes are used is being sponsored 
by the North Ridge Brush Co., Inc., Free- 
port, Ill. 





These pines made by the North Ridge 
company are small, artificial, decorative 
trees which lend themselves to both inte- 
rior and exterior scenic window displays. 
They are most realistic, being made of 
cactus fiber and dyed a fast green. The 
trees are tipped in white, giving a pleasing 
effect which blends well with any decora- 
tive scheme. 

The contest, which closes on May 15, is 
open to any dealer. All entries must be 
mailed with photographs on or before that 
date. The judges will be two Chicago 
window-dressing experts and the president 
of the North Ridge Brush Co. 




































cree rote Se 









NRE ee 


























{Pipe y= eat tr 
















Si kbs Linc eee eee 








Sanaa Rees 






= atBige 
a Bens Wem 





62 HARDWARE AGE for APRIL 25, 1929 





A Non-Liquid Lighter Fuel 


Lyterlife, the new non- 
liquid and _ non - explosive 
lighter fuel, marketed in 
tubes, has been perfected by 
the Art Metal Works, ‘Inc., 
Aronson Sq., Newark, N. J., 
maker of the “Ronson” 
lighter. 

This fuel can be used in 
any make of pocket or table 
lighter and also in alcohol 
lamps. Lyterlife, in addition 
to being non-liquid and, 
therefore, non-leakable, is 
not affected by heat or cold, 
but retains a jelly-like con- 
sistency which eliminates 
spilling or waste, and refill- 
ing is easy and clean, sim- 
ply by squeezing the tube. It 
burns with a clean, white 
flame, without smoke or car- 
bon residue, and when the 
lighter is not in use the fuel 
generates additional fuel combustion power. 
A single filling, the makers claim, lasts six 
times as long as any other lighter fuel. 

The “Ronson” Lighter, which was intro- 
duced to the market a little more than a 
year ago, combines the advantages of dura- 
bility, compactness and simplicity of op- 
eration, requiring only a finger-pressure 
motion to light. It will continue to be dis- 
tributed in four pocket sizes and several 
table models. 


The Golden Rod Mail Box 


A serviceable and attractive appearing 
mail box, designed for city homes has been 
placed before the trade by F. Jaden Mfg. 








Co., Hastings, Neb. The Golden Rod U. S. 
Mail Box is made of high grade metal 
with a lasting finish. It will hold maga- 
zines and papers. Brackets and a steel 


post are obtainable from the company for 
use with this mail box, if desired. The 
box is finished in copper, pale gold, white 
gold or green. 


Convenient American Jiffykook 


A new stove requiring no generating or 
preheating is now manufactured by the 
American Gas Machine Co., Inc., Albert 
Lea, Minn. 

The American Jiffykook has a fuel ca- 
pacity of about three pints and is entirely 
complete in itself, having a built-in pump. 
The product is lighted like a gas burner 
and it is said to start off immediately 





with a blue flame, equal in heat to an ordi- | 


nary gas stove burner. Painters, plumb- 
ers, cabinet makers and home owners 


should be interested in this Jiffykook be- 
cause of its convenience and instantaneous 
lighting feature. It is finished throughout 
in black baked enamel. 


A Bied th cat Peontain 


Artistic bird baths and fountains are 
now being manufactured by The Brush 
Pottery Co., Zanesville, Ohio. The com- 
bination fountain and bird bath illustrated 
is made of hard burned pottery, is terra 
cotta in color and decorated in mat green. 
The frogs are hand decorated in green and 
white. 

Plaster, marble dust, cement, etc., are 
not used in making the garden, porch, pool 
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or lawn ware produced by the Brush or- 
ganization. Colored paints are not used 
as all coloring is fired on the products. 

The bird bath and fountain does not re- 
quire plumbing. A connection in the base 
fits a standard hose connection. The water 
in the fountain stays at a set level, just 
high enough to suit the birds for bathing, 
regardless if the fountain is running or 
not. The waste water passes out through 
the pedestal. 

Comes complete, ready to set up. 





The Airstat Humidifier 


John W. Barnes, 10 High St., Boston, 
Mass., is the exclusive distributor in this 
country for the Airstat Humidifier which 
has been designed to provide the proper 
amount of moisture to artificially heated 
rooms. 

This product is said to save fuel by 
moistening heated air; to have been de- 
signed scientifically by heating engineers 
and to prevent free circulation of dust. 


The product rests on top of a radiator. 
The dry air of the room is drawn through 
it and passes through water-soaked wicks 


suspended in the Airstat. There is a large 
water reservoir on each side of the Airstat 
and its hollow inside permits evaporation 
directly over the center of the radiator. 
The wicks are of an open weave and can 
be washed. 

The Airstat Humidifier is made in vari- 
ous sizes and will fit either flat or curved 
top radiators. Enameled in olive green. 
Further information can be obtained from 
the distributor. 


Acid and Rosin Core Solders 


Acid and rosin core solders have been 
placed before the trade by American Solder 
& Flux Co., 2910 N. 16th St., Philadelphia, 
Pa. 

Both solders are made of strictly virgin 
metals and are packed on one, five, ten and 
twenty pound spools. The acid core is a 
complete solder requiring no other flux. 
Heating the joint of the solder with a torch 
or iron makes it ready for use. The rosin 


SPECIAL SOLDER 
SPCCIAL FLUX 


core is the safest to use on delicate work 
and is used extensively on radio, telephone 
and instrument work. These products 
solder all metals except aluminum. 
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‘The Miller Radiator Bracket 


A strong, inexpensive support for shelf, 
seat or shield for radiators in the home 
is being manufactured by The Miller Spe- 
cialties Co., Van ‘Wert, Ohio. 

The manufacturer states that these 
brackets should have a good sale in spring 
house-cleaning time. The Miller brackets 
are well made and can easily be attached 


WU Wp 


to a radiator. One bracket is needed for 
a three to six section radiator; two brack- 
ets for average length radiators, and three 
brackets for extra long radiators. 

The company is also supplying attrac- 
tive shelves made of California redwood. 
These are said to be practically warp- 
proof. They are in good condition for 
painting or staining and can be finished 
to match the woodwork in the home. The 
shelves or seats are rounded at the front 
corners and top edges. 


Aetna Quick Fixit Screw Kits 


Handy packages, containing 120 well- 
assorted machine screws, nuts, fiber, lock 
and countersunk washers, door-knob screws, 
etc., to retail at a popular price, have re- 
cently been placed on the market by the 
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Aetna Metal Products Co., 1818-32 Wash- 
ington Avenue, St. Louis, Mo. 

This package is called the Aetna: Quick 
Fixit Screw Kit, and one dozen kits are 





packed in an attractive display box. Items 
contained in the kits were selected to make 
the repairing of electric appliances, plugs, 
fixtures, small auto parts, stoves, toys, and 
all articles requiring the use of machine 
screws of special thread and size, an easy 
matter in every household. 

A larger assortment to be retailed by 
the individual piece has also been prepared 
by this company. It is known as the No. 
2000 Aetna Assortment, and contains 2000 
pieces of 300 varieties. The quantity of 
each size varies from 5 to 30 pieces, ac- 
cording to demand. 

Other assortments made to fill every re- 
quirement for special screw needs are also 
available, and descriptive circulars and 
prices for the complete line can be ob- 
tained from the manufacturer. 


A New Brown & Sharpe Tool 


The Rule Depth Gauge No. 616 recently 
announced by the Brown & Sharpe Mfg. 
Co., Providence, R. I., has the additional 
feature of an easily adjusted protractor. 

As a protractor the blade of the gauge 
is easily locked at any angle in relation 
to the head by the larger of the two Clamp 
nuts on the front side of the head. The 
turret is graduated every 10 deg. from 0 
to 90 deg. 

The smaller clamp nut on the front side 
of the head locks the blade for use as a 





depth gauge. 

The 6-in. blade is graduated in 32nds 
and 64ths of an inch, English measure or 
in millimeters and half-millimeters, Metric 
measure. 


Household Scales in Color 


“Vogue” scales, manufactured by Land- 
ers, Frary & Clark, New Britain, Conn., 
can now be secured in two tones of color 
—six scales in as many different color 
combinations. 

These items are designed to be highly 
accurate household weighing devices. They 
have a capacity of 25 lbs. by ounces. The 
white slanting dial with glass sash has 


bold markings. The frame is of cast iron 
and the 5% in. square top is of sheet steel. 

These scales can be secured in old rose 
with meadow green rim; new blue with 
cadet gray rim; golden brown with tan 
rim; empirc blue with cadet gray rim; 
tangerine with black rim and cadet gray 
with empire blue rim. 





Pyrex Covered Steel Skillet 


Many advantageous features are com- 
bined in the new No. 5000 “Pyrex” cov- 
ered rustless steel bottom skillet recently 
placed before the trade by the Corning 
Glass Works, Corning, N. Y. 

When frying foods, this skillet will prove 


very practical, due to its visible top. The 
rustless steel feature will be appreciated 
by many housewives. The skillet is packed 
four to a shipping case. 


Moore’s Decorative Push-Pins 


A new type of push- 
pin is manufactured by 
the Moore Push-Pin Co., 
Wayne Junction, Phila- 
delphia, Pa. Decorative 
Moore Push-Pins have 
recently been placed be- 
fore the trade and are of 
four colors in three sizes. 
The pins are of orange, 
pink, blue or green, and 
have a gold decoration. 

The manufacturer states 
that the same high qual- 
ity in the standard crys- 
tal push-pin has _ been 
maintained in this new 
item. Packed 48 popu- 
lar-priced assortments to 
a display box. 


Ironing Board Cover Fasteners 


Ironing board cover fasteners, designed 
to hold the cover firm and _ eliminate 
wrinkles, have been placed on the market 





BOARD 
COVER FAS 





SILY ATTACH 











by Morey Mfg. Co., 133 Second St., Mil- 
waukee, Wis. 

The manufacturer states that four fasten- 
ers are necessary to secure the cloth to the 
board. Four fasteners are mounted on a 
display card. These items are said to be 
very convenient and practical household 
necessities. To attach the fasteners, it is 
only necessary to place the pointed ends 
of the wire hooks into the cloth cover. 
Packed three dozen cards to a carton. 
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WASHINGTON NEWS LETTER 


Professor Melvin T. Copeland Makes Most Comprehensive Report on 
Recent Economic Changes for National Conference on Unemployment 


(Washington Bureau of HARDWARE AGE) 


The change in trading areas is close- 
ly related to demand, it is pointed out 
by Prof. Melvin T. Copeland, director 
of the Bureau of Business Research 
and Marketing, Harvard University, in 
a chapter on Marketing in the forth- 
coming report of the Committee on 
Recent Economic Changes of the Na- 
tional Conference on Unemployment. 
Consumers who go to larger towns to 
shop and to visit motion-picture thea- 
ters, it is pointed out, have opportuni- 
ties to view the latest styles and to 
observe displays of up-to-date merchan- 
dise generally. The results are de- 
clared to be that there is a cumulative 
increase in the demand for fashion 
goods, and that the influence of style 
changes is rapidly felt throughout a 
large part of the buying public. It is 
stated that there has been a lessening 
in the lag in the spread between new 
styles from the metropolitan districts 
to the rural communities. As a result, 
the report states, there has been a 
tendency for the demand for staple 
types of merchandise . . . to weaken, 
and those manufacturers who were 
making such staple goods in large vol- 
ume for rural and small town trade are 
finding it necessary to change their 
methods of operation to meet the new 
conditions. This change in trading 
areas is pointed to as facilitating the 
introduction of new types of merchan- 
dise by making it possible to reach con- 
sumers more expeditiously in the small 
towns and rural communities. Changes 
in demand, Professor Copeland says, 
have been accelerated, to the disadvan- 
tage in some cases, of ‘the sales of 
established industries. Hence the modi- 
fication of consumers’ buying habits, as 
manifested in changes in trading areas, 
are held to have mixed effect on busi- 
ness generally, aiding in the prosperity 
of some merchants and manufacturers 
while hampering others. 

Whether hand-to-mouth buying was 
a more common practice from 1922 to 
1928 than it had been at any time prior 
to 1920, and whether it represented a 
permanent change in methods of carry- 
ing on trade, are declared to be open 
questions. A financial journal report 
in 1872 is quoted to show the existence 
at that time of hand-to-mouth buying 
and further supporting the contention 





By L. W. MOFFETT 


that the practice is now new, a market 
report appearing in HARDWARE AGE, 
May 21, 1914, page 82, is quoted where 
it is said that “At present, trade is ec- 
centric and spasmodic, advancing and 
receding day by day, according to con- 
sumptive demand.” 

Major causes for hand-to-mouth buy- 
ing prior to 1920 are attributed to price 
uncertainties . . . and the frequency of 
style changes. The same causes are 
said to be primarily responsible for 
hand-to-mouth buying during recent 
periods. Speaking of the decline in 
forward buying, mention is made of 
hardware and household paint among 
other products. 

“In the hardware industry,’ Pro- 
fessor Copeland says, “one company 
manufacturing a large variety of prod- 
ucts stated that it employed 15 sales- 
men in 1913, 23 in 1928, and 27 in 
1927; salesmen called on their custom- 
ers two or three times a year in 1913; 
four to five times in 1923, and four 
to seven times in 1927; the customers 
ordered 12 weeks’ requirements ordi- 
narily in 1913, about eight in 1923, and 
four to six in 1927; the average size 
order was $40 in 1913, $23 in 1923, 
and $24 in 1927. This probably is a 
typical example of the extent of hand- 
to-mouth buying in numerous indus- 
tries.” ! 

Discussing the changes in sales and 
inventories, Dr. Copeland presents 
studies of five groups, two being hard- 
ware wholesalers, light hardware com- 
panies with aggregate sales in 1927 
of $20,462,000, and 17 heavy hardware 
wholesalers with total sales of $38,- 
710,000. Using sales and inventories 
of 1922 as an index number of 100, 
Dr. Copeland shows that for the light 
hardware group the index of sales for 
1927 was 122, while the index for in- 
ventories was only 102. For the heavy 
hardware wholesale group the index of 
sales for 1927 was 112 and for inven- 
tories 108. 

“The wholesalers of light hardware 
were most notably successful in han- 
dling in increasing volume of business 
with relatively stable inventories,” says 
Dr. Copeland. “The heavy hardware 
wholesalers showed a slightly slower 
rate of increase inventories than in 
sales. The difference between 





the various trades. . . suggest a fer- 
tile opportunity for further research. 

“It is evident from the foregoing evi- 
dence that the aggregate inventories 
carried by merchants, manufacturers, 
other industrial companies and ,rail- 
roads were materially less in 1927 than 
they would have been if hand-to-mouth 
buying, changes in plant operating 
methods, and improvements in trans- 
portation had not taken place. While 
the changes in inventory ratios were 
not uniform for all industries, and no 
actual release of capital occurred, 
nevertheless the effect of these influ- 
ences was to lessen the demands that 
otherwise would have been made for 
capital or credit to finance inventory 
investments. To have handled the same 
volume of production, traffic, and trade 
in 1927 without hand-to-mouth buying 
would have required over a billion dol- 
lars of capital, and credit beyond the 
amount that actually was employed for 
inventory purposes under existing con- 
ditions. 

“The net effects of hand-to-mouth 
buying during the period from 1922 to 
1927 cannot be measured precisely. On 
the one hand, the buying, selling, and 
handling expenses of numerous com- 
panies were increased thereby. On the 
other hand, the capital and credit re- 
auirements for financing inventories 
were lightened in the aggregate; the 
evils of returning merchandise for 
credit were probably lessened in whole- 
sale trade; and the losses from depre- 
ciation of merchandise subject to rapid 
style changes were minimized. Hand- 
to-mouth buying, in fact, was in con- 
siderable measure a means of defense 
against rising cost during a period 
when changes in demand were resulting 
in a large increase in the varieties of 
merchandise offered for sale and in 
rapidly changing styles, and when 
prices of staple merchandise either 
were stationary or tending to decline. 
The lightening of the demand for capi- 
tal and credit, however, probably was 
the chief result of hand-to-mouth buy- 
ing, and the lightening the demand for 
capital and credit must have been a 
large factor in facilitating industrial 
expansion and the rise in security 
prices.” 
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Hardware Trade Gains Momentum 


—Outlook is Very Bright 


New YorK, April 24.—The general situation in the hardware 
trade of the country is one of great optimism. Employment is in- 
creasing at a rapid rate and is now at its highest peak for the past 
two years, the situation in this respect embracing unskilled as well 


as skilled labor. 


Coupled with this come reports of excellent crop conditions, and 
snow and rain of recent weeks has served to help them along with 


needed moisture. 


Damages to property incident to recent wind 


storms have had their reflection in sales of hardware replacements, 
and “it is an ill wind that blows nobody good.” 

Buying of spring merchandise as well as staple items has been 
very brisk in practically all centers. 

The steel industry looks for continued activity into August, a con- 


dition that is considered unusual. 


Altogether the situation is very bright. 
Prices are firm and steady, mainly, and collections are fairly good. 


Employment Increased in March, 
Says U. S. Labor Department 


Employment increased 0.8 per cent in 
March, compared with February, and pay 
roll totals increased 1 per cent, according 
to a report made by the Bureau of Labor 
Statistics of the Department of Labor. 
This report is based upon returns from 
27,625 establishments having in March 
4,815,598 employees whose combined earn- 
ings in one week were $134,009,899. The 
classes of employment included were 
manufacturing, mining, public utilities, 
trade and hotels. 

Increases in employment and in pay roll 
totals were shown in March in each line 
of employment except coal mining in which 
both anthracite and bituminous coal showed 
the beginning of the more or less seasonal 
falling off in production. 





Week’s Price Average 97.3 Per 
Cent, Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on April 14 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 97.3 per 
cent. The March average was 98.3 per 
cent. The purchasing power of the dollar 
was 102.7 cents on a 1926 basis of 100 
cents. The March average was 101.8 cents, 
says the Journal of Commerce. 

Crump’s Index of English prices for the 





week on the revised 1926 level was 93.8. 
The March average was 94. 

The Italian index on the revised 1926 
basis for the week ended April 6 was 75.9. 





Dealers’ Automobile Tire Stocks 
Show Good Increase 


Automobile tire stocks in the hands of 
20,848 dealers April 1 totaled 1,881,940, 
according to figures compiled on April 17 
by the rubber division of the Department 
of Commerce. This was an average of 
90.3 tires per dealer, against an average 
of 81.2 tires April 1, 1928. Average stocks 
of balloon casings were 63.7 per dealer, 
against 45.7 last year, while stocks of inner 
tubes were 137.9, against 123.4, and solid 
and cushion tires were 32.7, against 27. 

The increase in average stocks per deal 
er as compared with April 1, 1928, it is 
explained by the division, is about the same 
as the increase in October, 1928, over Oc- 
tober, 1927. Tire dealers on the average 
are now carrying larger stocks than for- 
merly. 

Information reaching the department fol- 
lowing the transmission of questionnaires 
to dealers indicated that a considerable 
number of former tire dealers have with- 
drawn from the business. The number of 
dealers reporting has declined from 33,548 
in October, 1927, to 20,848 this month. 

The returns show that 61.3 per cent of 
all dealers reporting carry an average stock 
of 50 tires or less. 





Industrial Employment in U. S. 
Shows Gain of 8.71 Per Cent 


Employment in industries throughout the 
country is numerically 8.71 per cent higher 
today than it was a year ago, and the 
present complement of workers will be 
maintained throughout the summer, accord- 
ing to the annual spring employment sur- 
vey of the National Association of Manu- 
facturers made public on April 17 by John 
E. Edgerton, president of the organization. 
Moreover, these industries are operating at 
the very favorable peak of 85.1 per cent 
of their fullest capacity. 

Dealing with exact figures and revealing 
the situation as of the immediate present, 
the survey is made up from reports re- 
ceived from manufacturing concerns in 38 
States of the Union. Return survey cards 
were mailed out to 3000 members of the 
association in all parts of the country on 
March 25 with request for immediate re- 
plies. When the tally was closed on April 
5, returns had been received from 1007 
companies, whose employees number from 
five to 24,961. The average number of em- 
ployees of the 1007 companies today is 565, 
as against an average of 519 last year. 

Actual figures of the responses show that 
today the companies are employing 565,132 
persons, as against 519,837 a year ago. 
This is an increase of 45,295 employees, 
or a percentage gain of 8.71. To operate 
at full capacity, these companies would re- 
quire 663,745 persons, or, in other words, 
the plants are operating a scant 15 per cent 
under their fullest possible production. 

The survey covers 23 classifications of 
industry. Of these, 19 classifications report 
gains in employment, some of them run- 
ning as high as 44 per cent more than they 
employed last April. Those reporting in- 
creased employment are automobiles; auto- 
mobile accessories ; building supplies ; chem- 
icals; electrical; food and farm products; 
furniture; glass, crockery, and porcelain; 
hardware; iron and steel; jewelry; ma- 
chinery; metals; paints and oils; paper and 
pulp; rubber; stationery and printing tex- 
tiles, and miscellaneous. 


The E. T. Rugg Co. Issues Rope 
Halter and Ties Price List 


Net Price List No. 373, relative to rope 
halters and ties, has been issued by The 
E. T. Rugg Co., Newark, Ohio. This list, 
effective April 18, shows a condensed and 
shortened line of halters and ties which are 
more suitable for present-day needs. 

The company has announced the discon- 
tinuance of its leather and web items, but 
states it can still supply them in limited 
quantities. 
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April Business Continues Very Active 


with New York Hardware Trade 


i — i ivi i i ized, 4d, $6.95 keg; 6d, $6.70 
NEW YORK, April 23.—Business activity has been well maintained og? 84, SOE Ter kentand 10d sis 


i nd P. 
in the local wholesale hardware market. All reports look very en per Kee: sede Sabir ak bias 


: i icti i = r keg; 4.30 keg; and 8d, 
couraging and confirm the prediction of last week that with a con er kes: 60. 94.90 per kes; and $4, 


tinued activity April sales volume would show a new high record bright, 4a, $5.15 per Keg; 64, if: 55 per 
for this month. It is generally believed that April business will be | per keg.’ Wire finiehing nails, ‘gal- 
sufficient to rank the first four months of 1929 ahead of the same ae. EUS ee eS tee 


* : ; $6.70 per keg. 
period of 1928, whereas the first quarter was slightly behind the gale? Gai. ciaiineny Sere action, 


same form of senna : with prices very steady. Stocks are 
There are no important price changes announced and all recent | ample. 


advances reported apparently are being well maintained. Collec- JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


tions average slightly better. alien sentil: seeieaiamecens mani me 

Building records computed for March show a substantial gain 18 ga. 1/32 silk covered lamp cord, 

9 ‘ brushed brass, white, maroon, old 

over February’s total but show a decline when compared to March gold, se. and brows. 600 ft. on a 
° ° O01, +40; - i 8 és 

of 1928. On this subject F. W. Dodge Corp. reports as follows: lamp’ cord, maroon, old. 6014, old 

° ° te, ° : 

“March construction contracts awarded in New York State and on a spool, $6.0; slik covered twisted 

lamp rd, whit nly, 250 ft. on a 

northern New Jersey amounted to $111,539,200. There was a 49 spool, $13; 18 ga. 1/64 cotton covered 


per cent gain over the preceding month’s total, but there was a loss wee Mag Fey nce Bho gy Rog 


of 27 per cent from the total for March of last year. The following LL ggg Dat oF ge gga gy a0 


were the classes of interest in last month’s contract total: $56,648 - brown, 500 ft.’on a spool, $10.75; 18 
ga. 1/64 cotton single conductor wire, 


200, or 51 per cent of all construction, for residential buildings; white, brown, oak tan, white with 
$23,423,100, or 21 per cent, for commercial buildings; $10,505,000, tan with marker, 600" ee ges 
or 10 per cent, for educational projects; and $7,682,300, or 7 per | 42?: 18.8a- 1/82 cotton tree are 
cent, for public works and utilities. inforsed. cord. ee 
During the first quarter of this year there was $288,209,300 cork’ ist to ns ae, heater 


worth of contracts let on new building and engineering work in this | ROLLER SKATES.—Demand is very 
district, being a loss of 32 per cent from the amount contracted for | good. Prices continue firm and stocks 


during the corresponding quarter of last year. are reported as only fair. 
“New work reported in: contemplation during the past month tinue the wen tee 


reached a total of $270,006,100. This figure shows an increase of Roller skates, Union line, seoeesion 
web heel and toe straps, plain steel 


14 per cent over the total for the corresponding month of last year rolls, 72c. per pair; same with toe 

. clamps an we eel c. per vair; 

and there was an increase of 1 per cent over the February, 1929, same for boys with’ self-contained 

total.” ball bearing wheels, $1.42 per pair; 
* for girls, $1.62 per pair. 

Roller skates accesories; Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
BOLTS AND NUTS.—Fairly active | Prices are steady and stéck apparently|  Carh! “cotter pins; Ase. per 100; axle 
sale reported, with nothing further to| adequate. The trade predicts a very nuts, $1 a 100; axle nut washers, 

a ‘ 4 Te A 60c. per 100 ; adjustment binding bolt, 
be said about possible price revisions. | good season on these lines. 65c. per 100, and toe clamps, 1 Ide. per 


Stocks are ample. JOBBERS’ QUOTATIONS TO RE- pair. 
JOBBERS’ QUOTATIONS TO RE- FAILERS, FAS. NEW VORK: ae or dae mabamienes ton 
TAILERS, F.O.B. NEW YORK: Child's garden sets with 18 in. bearings $1.45 per air; Redskin line, 

Carriage bolts, 55 off list Case handles. Set No. 1, 10c. each; No. for boys’ or girls fe. | per 
lots, 60 per cent off list. | 6, 17c. each and No. 9, 30c. each. Chicago line, No. 181, $2.68; No. 183, 

Stove bolts, 80 per cent off list Arcade toy lawn mower, No. 564, $2.75: No. 185, $2. 1b — 101, $1.33: 

Machine bolts, % by 6 and smaller, ie — 5 Pig Re LF ge 9 Bae and Nos. 103 and 105, $1.38 per pair. 
50 and 60 off list; larger to 1 by 30, ’ . a 4 ’ : 
50 per cent off list: 11% to 1%, 30 off 12 or more 75c. each. 5s SASH CORD.—Prices are steady and 
list Bissell’s toy carpet sweepers, ‘‘Lit- demand fair. 

Coach screws, 55 off list. Case tle Helper, 16%c. each; Little Gem, 
lots. 60 per cent off list Step bolts 31\%c. each; Little Jewel, sei. each; JOBBERS’ QUOTATIONS TO RE- 
50 per cent off list oe ‘ ang Bissell Junior, B 38% ea 2. sen TAILERS, F.O.B. NEW YORK: 

el ors elocipedes, No o. 
BUTTS.—Demand is steady but indi- $6. $ No. = $6. 0 No, 243, $8.18 a= out. yay Ent, a 8, 
; 4 eac oO. ) 0 
vidual orders are not large. Prices as No. 852, $8.15: No. 853, $9.70 each. 33%c.; Phoenix, a % 40c. to 41c.; 
shown are representative of local offer- Sidewalk cycles, No. 900, $9.40; No. No. 7 is ic eiene eth: the, 6:40 
ings 910, $10.65 each; No. 922, $17.50 and 3c, higher on all brands 
ings. No. 932, $17.50 each. sc. ’ P 

JOBBERS’ QUOTATIONS TO RE- Coaster wagons, No. 750, $1.80 each; SCREWS.—Moderate sale at prices 
TAILERS, F.0O.B. NEW YORK: No. 751, $2.25 and No. 761, $3.25 given, which appear to be well main- 


: each. “ ene 
Steel butts, 3 x 3 and 3% x 3%, 2c. tained. Stocks are in good condition. 


per pair and in case lots, 19c. per —__ Pri s s. s 
pair; 4.x 4, 29c. per pair and in case NAILS.—Prices are being maintained JOBBERS’ QUOTATIONS TO RE- 
lots, 26c. per pair; 4%4 x 4%, 52c. per and orders are of fair size according TAILERS, F.0.B. NEW YOR 

roves ITEMS.—Local distrib to reports. Stocks are satisfactory. anes ecrews, fiat head, bright tron, 
ail “ -10-10; roun ea ue, -10-10; 
ase i a ae JOBBERS’ QUOTATIONS TO RE- round head, iron, nickel plated, 27%4- 
tors report an eerie mt emand for TAILERS, F.O.B. NEW YORK: 10-10: flat bead, arirentest, 20-10-10: 
coaster wagons, vehicles, toy sweeper Common wire nails, bright, 4d, $4.45 flat head, brass, -10-10; roun 
t d rd rte dl . 3 ° d per keg; 6d, $4.10 per keg; 84d, $4.05 head, brass; 27%-10-10. These dis- 
oy garden sets and lawn mowers an per keg; 16d, $3.95 per keg: 20d, $3.85 counts apply to new standard screw 


kindred merchandise for children. per keg; common wire nails, galvan- lists. 
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Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-7% per cent discount. 


SPRING GOODS.—By far the most ac- 
tive group of lines being sold at this 
time. Both wholesalers and retailers 
report enthusiastically on the current 
volume in all kinds of garden equip- 
ment and kindred spring merchandise. 
Prices appear steady in practically all 
lines. 


JOBBERS’ he ee A a. RE- 
TAILERS, F.0O.B. NEW 


Cultivators 


Pn gy cultivator, adjustable 3 
oe steel prongs, malleable iron 
et, enamel finish, 4 ft. ash han- 
doce, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%%c. each. 
Packed 6 in a bundle. 


Garden Hoes 


Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronzed socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and _ bronzed, solid shank, 
4 ft. handle (ash), 7 in. blade, 
814c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81%%c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98%c. each. 
Scuffle type hoes, 81c. to 92c. each. - 


Garden Hose 


in.—in 25 ft. lengths, 9% to 13c.; 
in 50 ft. lengths, 9 to 12%c. 


Grass Hooks 


No. 22 — Tempered steel blade. 
Bronzed on top side, 18c. each. 

No. 12 — English pattern. High 
grade steel blade, natural finish, 
—* back and edges, 58c. each. 

35 — Tempered steel blade. 
Rubber back and green enamel fin- 
ish, with black enamel handle, 35c. 

No. 33 — Offset pattern. Forged 





from bar tool stock. Riveted hard- 
wood handle and _ polished blade, 


42l6c. 

No. 43—Offset pattern with green 
painted blade, 334%c. each. 

No. 7—Offset pattern. High grade 
steel blade, with polished face and 
forged steel shank attached to blade 
with two bolts. Corrugated handle, 


44c. each. 
Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft. 
bent handle, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles with grips, 
Tempered steel blades, 6% in., $1.83 
each; 7% in., $2.00; 8 in., $2.17; 9 in., 
$2.33; 10 in., $2.67. 

Ash handles with riveted tangs, 
fastened with bolt, 644 in., plain, 90c.; 

in., notched, $1.30; ; 8 in., notched, 
$1.40; 9 in., notched, $1.50. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 in. 
tines, bronze finish, $1.71 each. Same, 
6-12% in. tines, $1.89% each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.57%4 
each. Same with 5-12% in. tines, 
$1.8914 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D. han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 
are packed 6 in a bundle. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 Ne ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel blade, 
$1.09 each. 

Mortar hoes are packed 12 in a 


bundle. 
Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 





tines, $1.02% each. Same, with bent 

head, polished and bronze finish, 4 

angular black tines, 96%4c. each. 
These are packed 12 in a bundle. 


Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing roll- 
ers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. length, $14.60 each; 
24 - diameter, 32 in. length, $16.50 
eacn. 


Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50%c. each; with 16 teeth, 
5446c. each. 

Medium bronze finish, straight 
teeth, 5 ft. ash handle, 12 teeth, 77c. 
each; 14 teeth, polished, 83%4c. each; 
16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
$1.0124 each. 

Rakes packed 6 in a bundle. 


TIRES AND TUBES.—Though an ad- 
vance has been expected for several 
weeks, there has been no definite word 
Demand shows an 


about new prices. 
increase. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Mansfield tires, 4 ply — ty pe, 
29 x 4.40, $7.40; tubes, $1.5 x 4.5 
$8.25; tubes, et 29 33, “$9. 35: 
tubes, $1.70; x 5.00, $9 ty tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10 65; tubes, A 8b; 32 x 
5.00, $11.75; tubes, $1.90; x 5.25, 
$11.10; tubes, $1.85; 30 x 5 35, $11.90; 
tubes, $2.00; 31 x 5.25, 412. 25; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14. 70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2. 25; 31 x 
6.00, $16.65; tubes, $2.30: 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

PRICES IN ALL INSTANCES 
ARE EACH. 


Trade in General Ahead of Last Year, 
Says Twin Cities Report 


demand for seasonal merchandise. 


Regular spring work is getting under way and the large amount 
of moisture which has fallen in the form of snow or rain over prac- 
tically the entire Northwest makes an excellent foundation for the 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, April 23.—Business in general at this present time 
is ahead of last year in volume, despite the unfavorable conditions 
which prevailed for many weeks the first part of the year. Some 
jobbers report very excellent activity in all their lines, with steady 


prediction of a good year in agricultural lines. 


Construction work is already gaining in volume, and road con- 
struction will be started as soon as the soil settles enough to make 
Employment is gaining and all indications point to a 


it possible. 
good year. 


Prices are firm in practically all lines. 





AXES.—Sale is steady, with fair vol- 
ume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 





axes, $15 to $16.50; double bit, $20 to 
$2 1.50; single bit, handled, | $19.50; 


double bit, handled, $24.25 doz. net. 


BOLTS.—Deliveries show a steady de- 
mand, with prices unchanged. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
— 60 per cent from standard 
sts. 


BRADS.—Call for brads is improving. 


Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Sales show a 
gain in this line as construction work 
is resumed for the season. Prices are 


unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 cwt., net. 


CHAIN.—Demand is 
prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Log chains, % x 14, $12.05; % x 14, 
$9.15; % x 14, $8.60; proof coil chain, 
% in., —s % in., $7.40; % in., 
$6.85; % , $7.70 ewt., net. 


steady, with 
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CHURNS.—Call for churns shows a 
slight increase, with the real season 
still to come. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Barrel type churns, 33%-5 per cent 
from lists. 
EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Deliveries show a 
growing demand in this line. Stocks are 
well filled and prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5 in., slip joint, sin 
gle bead, ye oo ‘in crates, $5.2: 
6 in., $6.40; conductor pipe, 3-in., 
crates, not listed, $4.90; 4-in., $6. 85: 
we hundred feet: conductor elbows, 
in.,. $1.73; 4-in., $2.88 doz., net. 
FIELD FENCE.—Call for fence is 
showing a good volume, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8. TWIN CITIES: 
Field fence, 9 ga., top and bottom 
11 ga. intermediate, 26 in. high, $39. 68 
per 100 rods, net, with other heights 
in proportion. 
FILES.—Sales are on the increase, with 
stocks well filled. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
a brands, 60-10 per cent from 
st. 
GALVANIZED WARE.—Call for some 
items is good, with the general line in 
fair demand. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16- at., - ie- -qt., $5.50; 
standard tubs, 15; No. 2, 
$8.00; No. 3, $13.20; No. 1, 
$13.20; No. 2, $14.40; No. 3, $15.66 
doz., net. 


GLASS AND PUTTY.—Sales are in- 
creasing as spring activities gain head- 
way. Stocks are well filled and prices 


steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double note A grade 
glass, Minnesota prices 83 per cent 
from lists; strictly By putty, in 50 
lb. steel drums, $4.85 cwt., net. 
LAWN HOSE.—Sales are still rather 
slow, with signs of increase in the near 
future. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, %- 
in., 500-ft. bales, $7.25; %-in., $8.50; 
-in., 50-ft. lengths, coupled, $7.75; 
5-in., 500-ft. bales, 
: 5,-in., 50-ft. 
Good Luck, 
-in., 6 5,-in., 
7-ply, $12.75 per 100-ft. net. 
LAWN MOWERS.—Demand is light, 
with spring stocks ready for the om. 
Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
bya F.0O.B. TWIN CITIES: 
awn mowers, Philadelphia, Style 
Mi 15-in., $15.75; 17- i $17.85; 19-in., 
$19.95; Style K, 16-in., $14.30; 18-in., 
$15.40; 20-in., $16. 50; Riverside, Ball- 
bearing, 16- in., $7. "25; 18-in., $8.25 
each, net. 
MILK CANS.—Volume of sales is 
steady, with good prospects for the 
year. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 


NAILS.—Deliveries are showing a bet- 
ter volume, with stocks well filled for 
the expected demand. Prices are un- 
changed. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B8. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 

PLANTERS.—Corn and potato plant- 
ers are moving well, with prices un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Corn and potato planters, Acme, 
$10.25 doz., net. 

POULTRY NETTING.—This line is 
selling steadily, with volume showing 
good sales. Prices are unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Poultry netting, hexagon mesh, 50- 
10-5 per cent from lists. 

PYREX OVENWARE.— Demand is 
fair, with stocks ample. Prices are un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie pinhes, 
60c.; No. 231 utility dishes, 67c.; 

24 tea pots, $2; 26 tea pots, “}o°3: 33; 
No. 953 th Rony tops, 7c. each net. 


REGISTERS.—Demand is good, with 
prospects for increase as building de- 
velops. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Registers, cast iron, 40-10 and 
steel, 40-10 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Call for this line is nomi- 
nal, with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Register shields, Gem, No. 1, floor 
type, $12; No. 10, floor type, $10; No. 
2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are oxi- 
dized copper. No. 10 and No. 20 are 


black enameled. 
Radiator shields, Gem, peterntis, 
2, *; .50; 


" , & ‘ No. 
6, $6; No. 7, $6.50: "$7. These 
prices are list each —- subject to 
dealers’ discount of per cent. 
These models with water humidifiers 
are $1 extra each, list. 
ROPE.—Sales are steady, with fair vol- 
ume. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. and 
larger, 24c.; in. and smaller, 25c; 
best grade sisal, 17%c. Ib., base. 


SANDPAPER.—Demand is good, with 
evidences of improvement with the ad- 
vance of spring decorating work. Prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SCOOPS.—Call is steady, with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Grain scoops, heat treated, size, 6, 
$13.00: size 8, $13.50; size 10, $14.50; 
size 12, $15.50; size 14, $16.50 per doz., 
net. 


SASH CORD AND WEIGHTS.—Call 
for this line is showing improvement as 
building works gets under way. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. Ib. base, 
second grade, 38c. lb.; third grade, 
36c. Ib., base, net, and cast fron sash 
weights, $1.85 cwt., net. 





SCREEN DOORS AND WINDOWS.— 
Call is light at present, but dealers 
have their stocks ready. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Screen doors, common, 2-8 x 6-8, 
$1. eg fancy, 2-8 x 6-8, $2.05 each, 
ne 

Window acresne, extension, 24-in., 
Continental, $9.75; Wabash, $5.60 
doz., net. 


SCREWS.—Deliveries are steady, with 
some improvement. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 32% per cent; round 
head brass, 27% per cont from lists. 


SOLDER.—Demand is growing, and 
price has eased off half a cent in the 
past week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Warranted half and half solder, 
32%c. lb., and strictly half and half 
solder, 334%c. Ib., in 100-lb. boxes, net. 


STEEL SHEETS.—Deliveries are im- 
proving, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel _ sheets, a 
(base), $4.75; black steel sheets, 24- 
ga. (base), $3.95; Armco galvanized 
steel sheets, 24-ga. (base) $6.65 cwt., 


WHEELBARROWS.—Sales are show- 
ing a good volume for domestic bar- 
rows in a retail way. Contractors are 
supplying their early wants also. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wheelbarrows, barrel type tray, 
best grade, $41.30; second grade, 
$34.70; doz., net tubular, steel tray, 
$7.20; Gopher garden, $3.75; American 
garden, $6.25 each, net. 


WIRE.—Fence wire is in good demand, 
and dealers are keeping their stocks 
well filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WIRE CLOTH.—Sales are still rather 
slow, with stocks ready for the usual 
sping call. Prices on all varieties seem 
steady. 


JOBBERS’ oe Ahh y ge TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire cloth, 12x 12 mesh, black 
painted, $1.85 and 12 x 12 mesh, 
aluminum finish, $2.25 per 100 sq. ft., 
base. 

Bronze wire cloth, 14 x 14 mesh, 
$7 per 100 sq. ft. in full rolls, net. 


WRENCHES.—Demand is improving 
with shops and factories. Prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, = 
per cent from list. Bemis 
long sleeve nuts, 10 in., $1.70; 12 my * 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches — Radio and 
electric sets in metal cases, $2.75; 
No. 101 Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets $3. > 
No. 90, Square Socket Set, $3.70; N' 
1917, Giant Snap-on with Bo fa 
duty ratchet, $27.35 list, less 3314 per 
cent discount. 

Crescent, 6 in., $5.65; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 
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Atlanta’s Trade Shows Sharp Increase 
Crop Outlook Extreme! 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., April 23.—Three weeks of fine weather has, no 
doubt, been responsible for the very brisk business reported by At- 
lanta hardware jobbers the past three weeks. With heavy rains 
and the flood conditions that existed in this territory up to that time, 
business was almost at a standstill, but with its present activity, the 
dull days have no doubt been made up for. 

Considerable progress has been made in farming in this section, 
and although planting was delayed for about a month by the almost 
incessant rains, since that time the cotton crop has about been 
planted and in most sections of the State cotton chopping is com- 
pleted. Other crops are making similar progress. 

Considerable despondency was felt early in the year over the crop 
outlook. Farmers now appear optimistic and they feel no appre- 
hension but that crops in this section will be the best ever produced. 

No price changes have been reported this week on items quoted 


and collections are reported fair. 


ALUMINUM WARE.—Orders indicate 
that there is a good demand for alumi- 
num ware. Stocks are full. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 









Qt. 

Gere WOUEIED cs sce cases eeavus 
64%4—Tea kettles .... 

4—Convex kettles . 
6—Convex kettles . 
8—Convex kettles ... 

ee sy ries 
8—Percolators ............e200- 
G—-Water pelle ...........05.. 
10—Water pails ............... 
2—Dairy pans 


21%4—Pitchers 
4—Pitchers ...... 
10—Dish pans 
14—Dish pans 
17—Dish pans 


AUTOMOBILE 


still show only a fair movement. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Auto Chains.—Weed and Rid-O- 
Skid chains, list, less 30 per cent; 
12 to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cent off. 

Champion spark gives 45c. each. 
oe a blue box, 

. 1 Springfield 4 $1.75 each. 


BACK BANDS.—Sales have been good 
and many orders are still being filled. 


JOBBERS’ QUOTATIONS TO -_ 
TAILERS, F.O.B. ATLANTA, G 


No. 79 hook back bands, 5 in... $3.75 
No, 122 hook back bands, 5 in.. 3.75 
No. R19 hook back bands...... 5.00 
Humane back bands .......... 4.50 
Bie Biz back DPands:........... 6.00 


Back Band Webbing 





CORRUGATED ROOFING. — Orders 
have been heavy. Jobbers report stocks 
full. 





ACCESSORIES. — 
Spring weather has stimulated sales on 
automobile accessories, although orders 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 

Felt Roofing.—1 ply, smooth, 70c. 
per roll; 2 ply, smooth, 85c. per roll; 
3 ply, smooth, $1.05 per roll; slate 
surface, $1.30 per roll. 


COTTON COLLARS.—Business has 
been good and continues to show a good 
volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per Doz. 
Lankford 2.00 
Lankford, Jr. 8.50 
Samson 13.75 
Old Beck 7.50 





FORKS.—Sales have been very good. 
Jobbers’ stocks are well balanced. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.8. ATLANTA, GA.: 

Manure Forks.—4 tine, strapped, 
$10.74 per doz.; 5 tine, strapped, 
$12.50 per doz.; 6 tine, strapped, 
$14.70 per doz. 

Cottonseed Forks.—10 tine with 
steel D handles, $26.00 doz.; 12 tine 
with steel D handles, $30.50 doz. 

FREEZERS.—Dealers are preparing to 
meet the summer demand as orders in- 
dicate good business in this line. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Frost King, are a. Frame.—1 qt., 


$3.30; 2 qt. 3 , $4.60; 4 qt., 
$5.60; 6 aqt., yr 10; 8 Zz "$9. 20; i qt. 
$12.25; 12 qt. $13.75; 16 qt., 9.0: : 
20 qt., $24.80. 


Snow Ball, Steel Frame.—1 at., 

$4.00; 2 qt., $4.65; 3 qt., $5.55; 4 aqt., 
$6.85; 6 qt., $8.60; 8 qt., $11.10; 10 qt., 
$14.85; 12 qt. $17.80; 16 qt., $21.10; 
20 qt., $27.40. 
White bese —1 qt., $4.85; 2 at., 
$5.65; 3 $6. 75; 4 qt., $8.25; 6 Rie 
$10.45; 8 rt $13.50; 10 qt., $18.00; 
12 qt., $21.55; 15 at., $25.60; 20 qt., 
$33.20; 25 qt., $42.60. 

Arctic Freezers.—1 qt., $4.00; 2 qt., 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 qt., 
8.60; 10 qt., $14.80; 12 qt., $16.65; 
15 qt., $23.36; 20 qt., $30.00. 


GALVANIZED SPRINKLERS. — Sea- 
sonal weather has stimulated demand 
and orders have been good. 





ly Bright 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

4 qt., $5.00 per doz.; 6 qt., $6.65 per 
doz.; 8 qt., $7.50 per doz.; 10 qt., $9.00 
per doz.; 12 qt., $10.80 per doz.; 14 
qt., $12.50 per doz. 


GALVANIZED HARDWARE CLOTH. 
—Seasonal weather has stimulated de- 
mand and orders have been good. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

2 x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 2, 30 in., $10. = per roll 
of 100 lineal 7; 5.2 3, 36 in., $12.50 
per roll of 100 lineal ft.; 3 x 3, 24 in., 
$9.50 per roll of 100 lineal ft.! 3 x 3, 
30 in., 7 _ per roll of 100 lineal ft.; 
3x 3, 36 $13.50 per roll of 100 
lineal ‘ft.; ‘ : "4, 24 in., $10.50 per roll 
of 100 lineal ft.; 4 x 4, 30 in., $12.50 
per roll of 100 lineal ft.; 4 x 4, 36 in., 
$14.50 per roll of 100 lineal ft. 


GARDEN RAKES.—Spring gardening 
has pepped up business on rakes and 
they have been moving in good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

12 tine bow, $8.60 per doz.; 14 tine 
bow, $9.00 per doz.; 16 tine bow, 
$9.50 per doz.; 10 tine malleable, $5.00 
per doz.; 12 tine malleable, $5.40 per 
doz.; 14 tine malleable, $6.00 t med doz.; 
16 tine malleable, $6.50 per 

Brume rakes, $9.00 per doz. 


HAMES.—Orders have been good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per Doz. 
No. 61 Lone Star Hames...... $12.50 
No. 161 Lone Star Hames...... 10.00 
No. 31 Lone Star Hames...... 18.75 
No. 561 Lone Star Hames...... 16.25 


No. 63 Orchard L. S. Hames... 14.00 


HOES.—There has been a big demand 
for handle hoes. Stocks are badly 
broken. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Light cotton hoes, first quality: 


Inches Per Doz. 
1) Cee are 
MPTIEIOOE Ve b.c caine seacinds ea 6.90 
NEM Cardia ts id, 0:54. ialolace'o-d ; 7.62 
(i Oo 9) Sree 7.98 
NEE aiid Cav avbn. a Uaiwe da deals oeae ela 8.22 
Regular cotton hoes, first quality: 
 < . (oe Manes a nade 6.82 
OMEN bi iaid cs mda vases one KOs ees 7.22 
(ee * 7.98 
i a 8.22 
eee 8.58 
Black land hoes, first quality: 
ON LES SER Ree ere re eee 7.20 
2b et ee oe 7.50 
oS) SR ree 7.70 
NE ec shark ala dado stud Ast ede ke 8.58 
10x65. 9.00 
Short shank hoes, first quality: 
EE nacidecechaccxe sent neue 7.22 
fp (er a rere , 7.98 
io Oe ee ; - Sa 8.58 
CM esos dew siniecwis R Fadees 8.58 


HOE HANDLES.—Orders have been 
slowing up but for a while they were 
very active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


5 ft. G. N. hoe handles, plain, $2 
per doz.; 5 ft. G. N. hoe handles with 
ferrules, $2.40 per doz; 6 ft. pine 
scovil hoe handles, $2 per doz. 


LAWN GOODS.—Spring season has 
stimulated sales on lawn goods and 
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rht handles, 4% 


plow 
per single dozen. 


rough strai 


items of this commodity are moving in | 
nice volume. Sa ee 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
%—50 ft. sections, 6 ply garden 
hose, 10c. ft.; %—25 ft. sections, 6 ply 
garden hose, 10c. ft.; 5%—50 ft. sec- 
tions, 5 ply garden hose, 8c. ft.; 
Ps —2 ft. sections, 5 ply garden hose, 
c. ft. 

Rain King Sprinklers, $2.35 each. 
Giant Rain King Sprinklers, $6.67 
each. Lawn mowers from $8.00 up. 
Lawn rakes No. FBR22, $7.80; lawn 
rakes No. 124, $9.00. 


PLOW GOODS.—Business has been 
exceptionally good this season on plow 
goods. Jobbers are still meeting a fair 
demand. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
W. B. Boy Dixie plows, $3.75 each; 
W. B. Farmers Friends, $4.67; W. B. 
Little Giant, $4.67; Georgia Cracker | 
garden, $3.33; plain spring tooth cul- | 
tivators, $5.25; Little Joe harrows, | 

$4.42; 50-tooth drag harrows, $21.35; 

$24.60; 39-tooth weeders, 

7-knife stalk cutters, $52.40; 

$52.95; Dow Law _ cotton 

piamters, $6.25; ‘chain guano distribu- 

tors, $8.00; “ey” guano, $8.00 

a. stocks, in., $2.33; 5-16 

$2.48; Universal 

"$2. i: welded foot, 


No. 1, $8.00 
No. 1, .75; 


steady on post hole diggers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANA, GA.: 
Post hole diggers, $16.00 per doz. 
and up. 

POTATO HOOKS.—Orders are begin- 
ning to come in and business is good. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. ATLANA, GA.: 
4 tine, $9.50 per doz.; 5 tine, $12.00 
per doz.; 6 tine, $13.00 per doz 
TRACE CHAINS.—Business continues 
to be good on trace chains. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per 100 Lb. 
$62.50 











WATER COOLERS.—Coolers are mov- 
ing in nice volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
. Enameled galv. lined. 
ota Ks, , oot, y Per Doz. 

26 


Sees stock handles, 
per dozen; extra long 


POST HOLE DIGGERS.—Orders are | 


| 
| 
| 


WIRE PRODUCTS.—Orders for wire 
have been good and jobber stocks are 


reported full. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Plain Smooth Wire Black Galvanized 
Per 100 Ib. Per 100 Ib. 
$3.50 4.0 


16 4.20 
Barbed Wire.—Per 80-rod spool, ‘3- 
point /- cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.75; 

-point heavy hog, $3.95. 
oven Wire Fence.—Per 20-rod 








* 726- 14, $5.25; _ 12, $6; 939-11, 
1446- -12%%, 

Poultry and napbit. —14 gage fence 

er 10-rod roll, 1635-14, $4; 1918-13, 
4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T’’ galvanized 
5 ft., 55c. each; formed nted, 35c. 
each; “T” pees. 6% ft., 65c. 
each; formed painted, 45c. each; ‘“‘T’’ 





galvanized, 7% ft., 70c. each; formed 
painted, 50c. each; “‘T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft. 


Chicago Business Is Healthy in Character— 
Steady Prices Prevail 


(Chicago Office of HARDWARE AGE) 

Cuicaco, April 23.—Current orders for both seasonable goods and 
staple merchandise have shown improvement, according to local 
wholesalers. Favorable spring weather has been a big factor in 
stimulating the calls for nearly every class of seasonable merchan- 
dise. Builders’ hardware is in improved demand due to the in- 
creased activity in building operations. The weather has been too 
moderate as yet, to accelerate the demand for summer items. 

Future orders for stoves, stove goods, cutlery, lanterns, etc., are 
being booked and are of such size and number to signify the optim- 
ism of the average hardware dealer. 

An easier price situation is to be expected on brass, bronze and 
copper articles, as the price of raw copper has taken a sudden drop 
of about 5c. per pound. 

Firm prices prevail on coil chain and miscellaneous builders’ hard- 
ware. Jobbers are expected to shortly follow the recently advanced 
quotations announced by manufacturers of these lines. 

Steel production in the Chicago district is at its maximum, with 
mills averaging “full” capacity. Steel prices are well established. 

The credit situation is unchanged. Collections average from fair 


to normal. 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, $1.85 
each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.85; Mans- 
field heavy rs oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
ony 32 x i $11.50; Mansfield double 

rvice, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60, Tubes: 30 x 3%. Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 8% Liberty, $1.05 each; 


AUTOMOBILE ACCESSORIES.—Sales 
are heavier as the weather for driving 


improves. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, 
$6.50 each. 


No. 3280, 


| 











29 x 4.40 Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 
BASEBALL GOODS.—The demand is 
large from dealers preparing for the 


opening of the season. Prices are 


steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Louisville Slugger Bats, $18.00 doz.; 
Official League Balls, Goldsmith No. 
97, $16.50; Goldsmith Double-Play 
Fielders’ Glove (Horace Ford and 
Hughie Critz), $6.00 each; Goldsmith 
Bear Cat Special Fielders' Glove, 
$2.35 each 

BICYCLES.—This line is becoming 
more popular with the average hard- 
ware dealer. The spring demand has 
started to register and prices remain 
unchanged. 

JOBBERS’ QUOTATIONS ‘aa RE- 
TAILERS, F.O.B. CHICAGO 

Double Bar Motor-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 

BOLTS AND NUTS.—Due to the de- 
mand for repairs to farm equipment, 
etc., sales are heavy. No price changes 
are expected during the second quar- 
ter. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 


screws, 60 per cent discount. 
All discounts are quoted from “‘full 


case”’ lists. 

BUILDERS’ HARDWARE. — March 
sales were good. Jobbers have ad- 
vanced beveled lock sets 75c. per dozen 
and bit key front door sets are 165c. 








higher. Manufacturers have announced 
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advances averaging 10 per cent on 
other brass and bronze items, and local 
jobbers will be forced to follow with 
higher prices in the near future. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
? in case lots; less quantities, 

2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per gee. ir; heavy steel 
bevel inside sets 5 per doz. sets, 
case lots; steel bit’ keyed front door 
sets, $1. 66 per set; wrought brass bit- 
keyed front door sets, $2.60 per set; 
cylinder front door sets, $6 per set. 


CHAIN.—Sales are large. Local job- 
bers have stocks which will permit 
present prices for a limited time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain, $8.75 cwt. 
base; trade marked coil chains, 40- 
10 per cent off list. 


COPPER RIVETS AND BURRS.— 
Excellent demand. Prices seem to have 
reached the peak, as no advances were 
announced by manufacturers for the 
past ten days. 
JOBBERS’ QUOTATIONS, TO RE- 
TAILERS, F.O.B. CHICAG 


Copper rivets and coe 25- -5 per 
cent discount. 


EAVES TROUGH, CONDUCTOR 
PIPE, ETC.—Order volume is still a 
bit slow, though prices are favorable 
and firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5-in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 shor 100 
ft.; plain ridge roll, 1% in., 65 per 
100 ft.; corrugated dotnet elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE. 
Sales of appliances are lively. Recent 
advances in wire prices seem to have 
reached their peak. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise. — No. 
rubber covered wire, $7.80 per 1008 
ft.; in less than 1000 ft. lots, $8.0 
No. 18 lamp cords, $14.00 per 1006 
ft.; in 1000 ft. lots, $13.00; %-in. 
brush brass key socket, 13c. each; 
lots of 25, 1244c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; two 
piece attachment plugs, 7%c. each; 
dry cells, boxes of 55, 32%c. each; 
less than base lots, 35c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3. 90; Sun- 
beam, $5; in lots of six, $4.75; Per- 
colator, Universal 9169, $16. 65. 

Radio Supplies. —Radio B batteries, 
Yo $1.40 each; case lots of 5, 

1.30; No. 770, $3 each; age of 

$2. 80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, te 20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 91c.; UX- 
199, $1.30; UX-227, $1.95; UX-171A, 
$1.62%, 


FIELD -AND POULTRY FENCE.— 
Sales, especially on close mesh poultry 
fence, continue at levels above 1928, 
with prices unchanged. 


JOBBERS’ QUOTATIONS he RE- 
TAILERS, F.O.B. CHICAGO 

726-6-12%, $28.68 per 100 rode: 1948- 
6-141%4, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 


FILES.—The use for spring sharpen- 
ing has resulted in improved demand 
at unchanged prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

First grade, 50 per cent; medium 
grade, 60-10 per cent. 











FISHING TACKLE. — Dealers are 
stocking up in preparation for the fish- 
ing season. Factories report very good 
prospects for a healthy demand. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Bronson Level Winding Reels, $1.50 
each; Meisselback Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.35 each; 
South Bend Plunk-Oreno, $8.00 doz.; 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play on cards, $2.00 card; Creek 
Club Pikie Minnow assortment, $4.00 
asst. Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
injured Minnow Assortment, $2.00 
asst. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Hose is active. Local jobbers 
are advancing prices on couplings, etc., 
in line with manufacturers’ recent 10 
per cent advances. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

300d quality molded garden hose, 
two braid, % in., 7c. per ft.; ™% in., 
8c. per ft. Molded hose, one braid, 
5g-in., 644c. per ft.; % -in., Tc. per 
ft. Five ply, wrapped hose %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original, fountain 
sprinklers, $6 doz.; Rainbow, 38 in. 
high, $24 doz. 


GLASS AND PUTTY.—A better de- 
mand exists for window glass. Firm 
prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—Future orders 
were of average size. It is too early 
for activity on current requirements. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Adjustable, galvanized bottom 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable galvanized bottom catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen: 
adjustable, plain canvas bottom 
eatchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


HAMMERS AND HATCHETS.—Large 
orders are reported for “Leaders” lo- 
cally offered to combat mail order spe- 
cials. Prices and demand in general are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 


doz.; medium quality hatchets, No. 2 


tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each; Com- 
munity Clubs, Woods and Irons, 0c. 
each; Crawford-McGregor Uni-Sets, 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 


set), $36.00 set; Silver King Golf 
Balls, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HANDLES, AGRICULTURAL.—Hoe, 
rake and spade handles are especially 
active, with good quality XX grades 
being favored. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Handles, Agricultural.—Hay fork 
handles, straight, chucked and bored, 
X 4 ft., $2.40 per doz.; 4% ft., $2.70 
per doz.; XX 4 ft., $3.90 per doz.; 
4% ft., $4.20 per doz. Ash fork 
handles, bent, chucked and bored, X 
ae $2.90 per doz.; 4% ft., $3.20 
ar doz.; ash hay fork handles, bent, 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 
XX 4 ft., $6.15 per doz.; 4% ft., 
$7.10 per doz.; bent manure fork 
handles, plain, X 4 ft., $3.05 per doz.; 
4% ft., $3.40 per doz.; XX 4 ft., $4.65 
per doz.; 4% ft., $5 per doz.; bent 
manure fork handles, with strap, 
ferrule and cap, X 4% ft., $5.25 per 
dox.; XX 4 ft., $6.65 per doz.; 4% 





ft., $7.10 per doz.: garden hoe han- 
dles, X 4% ft., $2.60 per doz.; XX 
4% ft., $3.70 per doz.; rake han- 
dies, X 5% ft., $3.55 per doz; XX 
5% ft., $5.65 per doz.; shovel handles, 
regular pattern, X 4% ft., $4.25 per 
doz.; XX 4% ft., $5.95 per doz.; D 
shovel handles, X, $5.25 per doz.; 
XXX, $8 per doz.; wood D spade 
handles, X, $4.90 per doz.; D shovel 
handles, X. L. D. L. top, $4.45 per 
doz.; Sturd-FE top, $4.50. 


HANDLES, HICKORY.—Sales continue 
best on the best grades. No price 
changes to report. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handles, Hickory.—No. 1 hickory 
ax handles, $4 per doz.; No. 2, $3 per 
doz.; finest selection second growth 
white hickory handles, $6.50 doz.; 
special white second growth hickory, 
$5 doz.; No. 1 hatchet and hammer 
handles, 90c. doz.; second growth 
hickory hatchet and hammer han- 
dles, $1.75. 


ICE CREAM FREEZERS.—The first 
hot spell will create a big demand for 
freezers. No price changes have been 
made this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain. —1 qt., $4.85: 
qat., $5.65; 3 qt., $6.75; 4 at., $8. rr 

t., $10.45; 8 qt., $13.50; 10 qt., $18; 

2 'qt., $21.55; 15 at., $25.60; 20 at.. 
$33.20; 25 qt., $42.60. Each list price. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 qt., 
$11.10. Each price list. Dealers’ dis- 
count on Arctic freezers is 50 per 
cent from list. 

Alaska-Grey Goose.—1 qt., $3.60; 2 
qt., $4.20; 3 qt., $5: 4 qt., $6.15; 6 qt., 
$7.80; 8 aqt., $10.10; 10 qt., $13.50. 
Each price list. Dealers’ discount on 
Alaska-Grey Goose freezers is 3314 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. Each list price. 
Dealers’ discount on Auto Vacuum 
freezers is 33% per cent from list. 

Acme.—2 at, bright galvanized, 
$8 per doz. net.; 2 qt., blue enameled, 
$10 per doz. net.; 4 qt., blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Some improvement 


2 
6 





shingling, $8 doz.;: medium quality 
hatchets, No. 2 broad, $12.50 doz. 


GOLF GOODS.—The season has opened 
to a good start, with an excellent de- 
— ee Prices remain steady. 
BBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Hillerich & Bradsby Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
ae chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless 


is reported in the lawn mower demand. 
April, May and June are the best sell- 
ing months. The low priced mowers 
are being favored. The prices are 
steady and lower than last season’s. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each; 16 in. ball bearing, 
4 knife, 10% in. wheels, $9.25 each; 16 





shafts, $3.65 each; Lo-Skore. Irons, 
hickory shafts, $2.35 each; Competi- 


in. ball bearing, 4 knife, 10 in. wheels, 
$7 each; 16 in. ball bearing, 4 knife, 
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8 in. wheels, $6.75 each; 16 in. plain 
aaeing, 3 kn fe, 8 in. ‘wheels, $5.25 
each 


NAILS, WIRE AND STAPLES.— 
Manufacturers report a steady market. 
Local sales on current orders are much 
improved. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill a cae 000 price is $3.05 base. 
Carload lb.) base for mill 
shipment, ran ica, Steel cut nails, 

base. 

No. 9 black annealed wire, $3.20 per 
100 Ib.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 Ib.; ae fence staples, 
$3.55 per 100 Ib. 


PAINTS AND OILS.—Sales are large 
as Paint-Up Week approaches. White 
lead prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87c. 


per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
a per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal., net, 

White Lead.—100 Ib. kegs, $13.50 
ewt.; 50 Ib. kegs, $13.75 cwt.; 25 Ib. 


12% Ib. kegs, $14 


cuts).—White, $2.58 
orange, $2.26 


kegs, $13.75 cwt.; 
ewt 
Shellac (4 Ib. 
per gal. in barrel lots, 
per gal. in barre! lots. 
English Venetian Red.—In barrels, 


“5%c. per in 100-Ib. lots, 6%c. 
per lb. k 
Dry Paste.—Barrel lots, 7%c. per 
Ib. 

PREPARED ROOFING.—Pr'ce con- 


cessions that were granted during the 
winter months seem to be disappearing. 
Sales are of good volume. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade, slate surfaced, prepared 
roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per square; 
best grade, tale surfaced, $2.10 per 
square; medium grade, talc surfaced, 
$1.30 per square; light grade, talc 
surfaced, 90c. per square; red rosin 
sheathing, $50 per ton. 


ROLLER SKATES.—Demand is the 
largest in years and factories are 
swamped with orders. Jobbers are find- 





ing it difficult to keep complete stocks. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Union Hardware, boys’, $1.40; 
Union Hardware, girls’, $1.50. 
$1.40, me No. 101, $1.30; No. 103, 
°; 105, $1.40; No. 181, $2.65; 
fc! “igs, 2.75; No. 185, $2.75. 
ROPE._Sales continue heavy in spite 
of the recent stiff advance in Manila 
rope. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Best manila, standard brands, base, 


22c. per lb.; No. 2 manila, 20c. per 
Ib.; finest sisal, 15c. per lb.; No. 2 
sisal, 144%c. per Ib. 


SANDPAPER.—Sales are bettering, es- 
pecially on boxed paper. Prices remain 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


First quality, Flint sandpa 
11 sheets, $4.05 per ream; 1, 
ream; 2, $6.55 per ream. 

SASH CORD.—Sales continue to im- 
prove due to increased activity in 
building operations. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. Competitive grade, No. 7, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 

SAWS, HAND.—Orders are of about 
normal number and size, with a prefer- 
ence being shown for better grade saws. 
Prices remain unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


res 
4.85 per 


26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.; special, 26 in., 
Competition grade, $6.60 doz. 


SCREEN WIRE AND POULTRY 
NETTING.—Prices in this market are 


very steady except on some “off” 
makes. Shipments are in splendid vol- 
ume. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen cloth, 
$1.95; 14 mesh, galvanized, $2.65; 14 
mesh bronze, $6.60 per 100 sq. ft.; 
galvanized, before poultry netting, 


50-10-5 per cent discount. 


| SCREENS (WINDOW AND DOOR).— 


Sales are increasing weekly, with 


prices continuing firm | as announced | 


last fall. 








JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Doors, 2-ft. 8-in. x 6-ft. 8-in., No. 


296, $22.60 doz.; 
Extension Screen, 
doz. 


SCREWS.—Manufacturers report good 
sales, with steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 32% per cent; round 
head ,brass, 27% per cent. er 
orders 10 per cent less. 


SHEARING AND CLIPPING MA- 
CHINES.—Current sales are of fair 
volume, but warmer days will develop 
a real demand as the shearing season 
is at hand. Quotations remain un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, 
Ib.; tinners 40-60 solder, $30.50 
100 lb.; high speed babbitt metal 
per 100 lb.; standard No. 4 babbit 
metal, $13 per 100 Ib. 

SOLDER AND BABBITT.—Sales are 
about normal. Metal prices are easier, 
but without change in babbitt or sol- 
der prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners 40-60 solder, $30.50 per 
100 lb.; high speed babbitt metal, oe 
per 100 lb.; standard No. 4 babb 
metal, $12 per 100 Ib. 

STEEL SHEETS (FLAT OR CORRU- 
GATED).—Sales volume is good, with 
firm prices. Terms offered by manu- 
facturers are % of 1 per cent, cash in 
ten days terms. 

JOBBERS’ QUOTATIONS TO RE- 
ie yg F.O.B. CHICAGO: 

gage galvanized sheets, $4.65 
ui 100 1lb.; 24 gage black sheets, 
$3.80 per 100 Ib. 
WHEELBARROWS.—Light steel and 


garden barrows are active. The de- 


No. 311, $26.80 ‘doz.; 
No. 1833, $4.20 


D 
om 


mand for contractors’ barrows is a 
little slow at present. Steady prices 
prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Light steel leg, steel tray barrows, 
$3.75 each; Contractors’ barrows, 4 
cu. ft. capacity, $6 each. 


Tritch Salesman, F. Crane, Uses Aeroplane Sled in Covering Rocky 





OBBERS’ 

territories 
will be interested in the mode of transpor- 
tation employed by Frank E. Crane. 

This salesman travels for The Tritch 
Hardware Co., 
his route is in the heart of the Rocky 
Mountains. 
resort to sled, horseback and wagon. 

The aeroplane sled is used between 
Walden and Coalmont, Colo., and develops 
a speed of about 65 miles an hour. 


Mountain Territory 


salesmen who cover their 
by Pullman or by roadster 


Denver, Colo., and part of 


In the winter he is forced to 
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Storm in New England Makes Building 
Repairs Necessary 


(Boston office of HARDWARP AGB) 


Boston, April 23.—It begins to look very much as though April 
will not pan out as most everybody in the hardware business antici- 
pated. Early in the month retail buying from jobbers was on a 
liberal scale owing to a rapid expansion in public buying, the result 


of bright warm days. 


The warm spell was followed by snow flur- 


ries, and then heavy snows in parts of New England, abnormally 
low temperatures in other parts, and cold and heavy rains accom- 
panied by high winds throughout southern New England. Public 
interest in merchandise carried by retail hardware dealers fell off. 
Farm work ceased; it was too wet even to do inside painting; and it 
will take several days before New England dries up sufficiently to 
allow most kinds of outdoor work to continue. 

It is an ill wind, however, that blows no good. All along the New 
England coast and for many miles inward a lot of damage was sus- 


tained by recent storms. 


People suddenly discovered that houses, 


sheds, barns, hen houses and other outbuildings leaked and leaked 


badly. The soil has been put into a wonderful condition. 


A few 


warm days and things should fairly jump out of the ground, and 
retail hardware sales jump to large proportions, because there are a 
great many things carried by hardware dealers that are urgently 
needed. As the month draws to a close there is the customary slow- 


ing up in the collecting of bills. 


AUTOMOBILE ACCES SORIES.— 
Tires and tubes have been doing a little 
better of late due to the fact that many 
people have taken their cars out of win- 
ter storage this month. But automobile 
accessories in general are not doing 
particularly well, according to jobbers 
and retailers alike. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. BOSTON 

Tires.—Mansfield line, heavy duty, 
straight side, 30 x 3% in., $8.85 each, 
og 31 x 4 in., $10.80; "32 x 4 in., 

11.50; 33 x 4 in., $12.10; 32 x 4% in., 
15.55; 33 x 6 in., $21.15; 35 x 6 in.. 
$22.70. Discount, "1% per ena, 

Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 x 5.00-21, $10.65. Discount 
7% per cent. 

Tires.—Mansfield line, balloon, six- 
ply, 30 x 4.50-21, $11.05 each list; 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00-23, $19. Discount, 7% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c, per tube should be added to the 
cost. 

Tubes. — Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; 30 x 56.25- 
20, a. 40; , hy 6.50-19, $12.90; 30 x 
- .50; x 6. ; 


$13. 80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
ng per tube should be added to the 


BUTTS.—Early in April local jobbers 
felt that some kinds of butts at least 
would be advanced in price. Instead, 
competition for business has grown ex- 
ceptionally keen and to meet it jobbers 
have reduced prices somewhat. The 
new low prices, however, are confined 
to Boston jobbers. 








JOBBERS’ QUOTATIONS: TO RE- 
TAILERS, F.O.B. BOSTON 

Butts.—Stanley wee lose “pin, No. 
241A, 3 x 3 in., 15%c. oe pair net; 
om 2M in. i6c. No. 2 D2, 3 x 3 
in., 15%c.; No. 241F, Piri = 3% in., 
1 


CROQUET SETS.—Jobbers are prepar- 
ing to round up additional croquet set 
business. Some retailers have covered 
their requirements already, but a ma- 
jority have not, and jobbers are of the 
opinion that the latter carried over 
practically nothing last season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Croquet Sets. er Bove makes, 5% 
in. mallet, 4 ball, No. 0, $2.50 per set; 
No. H, $2.80; 8 ball, No. B, $3.40; 6 
in. mallet, 8 ball, No. N $4.25; 8 in. 
mallet, 4 ball, No. AAk, $4. 50; No. 
AA, $6 

CULTIVATORS.—Despite the stormy 
weather the past week there has been 
some retail inquiry for cultivators, ap- 
parently from those dealers who pre- 
viously believed they had enough stock 
on hand to carry them through May, at 
least. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Cultivators. — No. AC43, three- 
prong, $6.90 per doz. net; No. AC45, 


five-prong, $9.85; No. AC83, 8-in. 
handle, $4.45. 


FISHING TACKLE.—Owing to ex- 
tremely high water in most parts of 
New England the trout season so far 
this season has been somewhat of a 
fizzle, and that fact is reflected in over- 
the-counter sales of fishing tackle. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 
ar oats Ta ay bait, Vim, 55c. each 
net; Sunnybrook, $1; bait casting, No. 
854, $1.56; Sunnybrook fly, No. BF, 


$1 10; telescope, siti 86, 8% ft., $1.65, 
No. 96, 9% f 1.65. 





2 a S*. $3.50 per doz. net.; 
No. $6; No. 150%, $10.50; No. 
125, $13: No. 250, $18.75; No. 350, $26; 
No. 500, 

Rigged Lines.—No. 5, 40c. per doz. 
net; No. 550, 80c.; No. 1000, $1.20; No. 
2000, $1.75. "Cod lines, No. 2500, ‘$2. 40 
per doz.; No. 40, $4; No. 50, $6. 

GARAGE HARDWARE. — Owing to 
keen competition local jobbers have re- 
duced prices on certain kinds of garage 
hardware. One should bear in mind 
that the reduced prices are made by 
Boston jobbers only and not by those 
located in other parts of New England. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Garage Door Sete —Staniey line, 
No. 1775J, $2.10 per set net; No. 
yt $2.10. Door holders, No. 1774J, 


GRASS SEED.—While recent heavy 
rains have curtailed the movement of 
many kinds of hardware out of retail 
stocks, they have increased the sale of 
grass seed, and retailers, in turn, are 
reordering from jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Grass Seed.—Bowling Green, in 100 
Ib. bags, 20c. per Ib. net; in 10 Ib. 
packages, 2l1c.; in one lb. packages, 
25c. Woodlawn shady, in 100 Ib. 
bags, 23c. per Ib.; in 10 lb. packages, 
24c.; in one lb, packages, 28c. Green 
meadow, in 100 lb. bags, 33c. per Ib.; 
in 10 lb. packages, 34c.; in one Ib. 
packages, 38c. Kenly Park, in 100 
lb. bags, 12c. 
HAMMOCKS.—Buying of hammocks so 
far this season has been backward. 
Jobbers feel, however, that demand will 
soon increase, as just before the recent 
spell of bad weather most retailers ap- 
peared on the verge of placing their 
orders. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Hammocks.—Couch poet ine khaki 
colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable back, box mattress, $13.50; 
gtriped duck, head rest, adjustable 
back, box mattress, $18; striped duck, 
head rest, adjustable back, boxed 
mattress, broad arm rest, $20; glider 
types, striped duck, mattress, ad- 
justable back and head rest, $30: 
striped drill, without head rest, sus- 
pended from steel underslung stand, 


18. 
Canopy.—No. K7, $6 each; Khaki, 


Scand ite. 63A, $3 each net. 
PADLOCKS.—The Yale & Towne line 
of padlocks, heretofore quoted at 30 
per cent discount, are now 33% per cent 
discount. This reduction in price was 
made by jobbers alone, not by manu- 
facturers, and was necessary because of 
increasing competition. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. BOSTON 

Padlocks. —Yale & Towne ‘line, No. 

223, 50c. each list; No. 326, 80c.; No. 

235, 58c. Discount 33% per cent. 
SCREENS AND DOORS.—With the 
weather more settled and seasonable, it 
is anticipated that screens and doors 
will be in better demand. Jobbers are 
urging dealers to cover their require- 
ments. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTO 
Screen Doors.—From ececkt, No. 241, 
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4 5 4 5 bet dos, net 2s x os. TACKS.—Jobbers’ quotations on cop- 
° ° le x . i > . .0, . 
$21.88: No. 384, e., #3 6 36.69: 38 per tacks have been revised upward 
Pe rm tee -? rH “36 $29 gt 4 *, slightly to conform with new lists re- 
‘ ; No. 545G x 6.8 1.69; : 
2'8' x 6.8, $43.13: 2.10 x 6.10, $44.88: cently issued by manufacturers. New 
3.0.x 7.0, $46.44. Ea . prices follow: 
actory shipments.—Deduct 1 per | ’ 
or oa ayn —. Freight ay try te eT eron: = 
is allowed in the distribution of cars 
ac Tacks.—Copper, in \% Ib. papers, 
from factory. No. 2, $1.05 per doz. net; No. 3, $1; 
SHOT.—Air rifle shot has been re- No. 4, $1; No. 6, $1; No. 9, 98c.; No, 
duced 10c. a package Revised prices ie gg 2 7. = PR eet 
follow: 58c.; No. 14, 55c. 
* a, pl ef TO RE- fee KETTLES.—Jobbing quotations | 
Ghet<-hir vile, Ge. cine, $2.96 per on copper tea kettles have been marked 
case net; Boy Scout, 10c. size, $4.35 up approximately 10 per cent. New 
per cnet; or os and larger, $2.75 prices are as follows: 
per bag ) 
“ny ro JOBBERS’ als BR TO RE- 
SNOWSHOES.—Jobbers say new sea- TAILERS, F.O 


Tea Kettles. ce ng oy 37, $20.20 
per doz. net; No. 38, $22: No. 39, 
$23.75; No. 638, $25.45; No. 639, $27.50: 
No. 18 Special, $16.65; No. 8, Copper 


son prices on snowshoes will be an- 
nounced shortly. No radical change in 
prices is anticipated. 


(Cincinnati office of HARDWARE AGE) 

CINCINNATI, April 23.—The hardware jobbing business is re- 
ported unusually brisk, and sales are exceeding those in the spring 
of 1928. Jobbers are encouraged at the volume of bookings this 
month and are anticipating a total trade this season which will ap- 
proach record proportions. 

The favorable situation can be explained by the excellent condi- 
tion of industry and of agriculture in this district. Almost with- 
out exception factories are operating at full capacity, thus insuring 
good purchasing power on the part of the consumer. Rural regions 
also are in a good position from an economic standpoint, with rural 
hardware dealers reporting substantial sales. 

Prices are showing stability, the only change being in wood 
screws. Brass and copper goods are very strong on account of the 
high level of raw materials. 

Seasonal items are moving in good volume. Automobile accesso- 
ries, roofing material and steel goods are especially active. Paint 
supplies also are in brisk demand. Only in builders’ hardware is 
business below normal. 

Retail hardware sales have increased this month and should be 
satisfactory for the season as a whole. The credit situation is 


improved. 
AUTOMOBILE ACCESS ORIES.— . Balloon Inner bi y 
: : eee f 29 
Business in the past two weeks has at sz aitah 4 “3 
been very good, the demand for tires eee. 1.75 1.52 
30x5.00 ........ 180 1.56 


and tubes having been exceptionally 31x5.25 


sevens 2.05 1.84 
brisk. Spring items also are moving in 32x6.00 ........ 2.40 2.16 
ae & 33x6.00 50 2.30 


liberal fashion, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Balloon Cord Casings 
High Medium Low 





G Luggage Carrier. —Gate-type lug- 
rade =Grade Grade gage carrier, light weight, 63c. each; 
1 as 58c. in lots of 10; gate-type luggage 
9°85 ’ carrier, heavy weight, 80c. each; 75c. 
10:25 840 in lots = oe Gisnnpecring ve se. 
12.30 10.10 a “ 
14.35 11.85 Polish.—HLF auto polish, 4, pint, 
14.75 12.20 50c.; 1 pt., $1; 1 qt., $1.50. 40 per 


cent off: Duco auto polish, 6 0z., 50c.; 


Cords 1 pt. $i: 1 qt., $1.50. 33% per cent 
off. 


_» “See 
seo =~ ap-~— | BOLTS AND NUTS.—Sales have been 
11.50 9.50 about normal, and dealers are well 


15.60 12.85 stocked to meet current requirements. 
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a $20; No. 8, Copper Queen, 
$21.25. 


WASH BOILERS.—In common with 
tea kettles, prices on copper wash boil- 
ers have been advanced approximately 
10 per cent by Boston jobbers. The 
new prices are: 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Wash Boilers.—Copper, No. 148, 
$50.50 per a“ net; No. 149, No. 8, 
$45,25; No. $47.75; No. 81X, $25.75; 
No. 91X, 37, 50; No. "81XX, $27. 50; No. 
91XX, $29. 

WINDOW WEIGHTS.—Although by 
no means active, the market for window 
| weights is a little more so than here- 
|tofore. Prices are steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

| Window Weights. —From stock, 
2%c. a lb. From foundry (local), 
$41 a ton. 





| 


Cincinnati Jobbers Report Season’s Trade 
Nearing Record Proportions 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
nwo and tap nuts, 60 per cent off 
st. 


BOYS’ WAGONS.—Retailers are find- 
ing it desirable to carry fairly good 
stocks of boys’ wagons. 


JOBBERS’ SOTA TIONS a2. RE- 
TAILERS, F.O.B. CINCIN 

Bunny Ba ng 85c. noe a 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85. each; greyhound ao7; 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No, 293, $3. 25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each, 


BUILDERS’ HARDWARE.—The sea- 
son to date has been somewhat disap- 
pointing. Building construction work 
is considerably less than a year ago and 
the weather has not been favorable for 


expansion of activities. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.— Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, brass finished butts, 
21c. per pair in case lots. 


CROQUET SETS.—This line is moving 
at a fair rate. 


JOBBERS’ QUOTATIONS TO RE. 
TALES, F.0.B. CINCINNATI: 

No. 05, four- — set, $1.25; No. 10, 
six- ball set, “ No. A, eight- ball 
set, ie 95; No. 3, ‘ight. a set, $3.80; 
No. 1, eight-ball set, 

FLASHLIGHT BATTERIES .—Orders 


have been holding up well, and prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
oneni small or large monocells, 6c. 
eacn., 

GASOLINE LAMPS.— Business has 
been rather slow as the end of the sea- 
son approaches. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Gasoline lamps, No. 117, $6.50 each; 





No. 118, $7 each; No. 119, $8 each: 
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Camp Flamingo, Lake Baring, 
Kenya Colony, East Africa. 
January, 20th., 1929 

Mr. Frank J. Kahrs. 

Remington Arms Company, 

29 Warren Street, 

New York City, U. S. A. 


Dear Mr. Kahrs:- 


It seems like years ago since I talked to you in New York, 
but since then I have covered quite a lot of this dark continent. 
Spent some eight weeks in Tanganyika Territory where I 

studied, filmed and shot lions, and it is to give you some 
information on the 220 grain 30. bullet that I am writing this, 

There were about-an even dozen rifles on my safari, but 
the two Remington Springfields soon became the favorites, 
and I had a hard time getting possesion of my rifle when I 
had some shooting to do. It was used for all the long distance 
shooting at such buck as Topi, Wildebeeste, Kongoni, 
Waterbuck, Reedbuck, the giant Eland, Zebra, Impalla and 
also for lesser buck such as Grants Gazell, Thompson’s 
Gazell, for Wart Hogs, Hyenas and then for the dangerous 
lion himself. 

Shot my first lion running at 120 yards with a 220 bullet 
with open point and he never moved from his tracks. Got the 
second one in thick bush thru the top of the shoulder and he 
died within five minutes. Other members of the party then 
clamored for the 30 and it was used in killing all the lions 
shot during the safari. 

The biggest lion killed was put out for good by one shot 
thru the shoulder at about sixty yards. In all it knocked over 
its first four lions with six 220 grain open pointed bullets, 
and after that I failed to keep count. 

Have some very good pictures showing the rifle with game 
and as soon as my Wide World contract allows will send 
you some, 


Kindest regards and best wishes from, 


Ammunition. 


REMINGTON ARMS COMPANY, Ince. 


The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


aa 














Yours most sincerly, Inf ; stil ' : 


Mr. Paul L. Hoefler and one of the 
lions killed by him with Remington 
Model 30 Express Rifle and Remington 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 



















30 SPRINGFIELD] 


nl A 
LEANBOREG 





Kleanbore Cart- 
ridges are accurate 
and they preserve 
the accuracy of 
revolvers, _ pistols 


Model 30: and rifles by 


Remington 
Bolt Action 
Express Rifle. 


protecting the 
inside of the 
bartel from 
rust, corrosion, 
pitting and 
leading. 





ay 








Sd Sey 


Telephone, Bowling Green 3392 
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gasoline lantern, No. 220, $5.95 each; 

No. 228, $6.30 each; gasoline lamps, 

No. C329, $5.50 each; No. P329, $12 

each; No. B329, $6.75 each; gasoline 

lantern, No. L327, $4.70 each. 
GALVANIZED SPRINKLERS.—Sales 
have been good, and spring trade in this 
line is getting under way nicely. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 

Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt., sprinkling pots, $6.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
= 12 qt. sprinkling pots, $9 per 

Oz. 


GARDEN HOSE.—Demand for garden 
hose is growing as the spring season 


progresses. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Rubber Hose.—5 ply, % in., 5%c. 
per ft. in 50 ft. lengths for Leader 
rand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
% in., 500 ft. coils, 64c. per ft. 


HOES.—Business has been normal in 
this line, which is moving especially 
well in the rural districts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9. 96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz, 


HOSE ATTACHMENTS. — Sales are 
considered satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 
HOSE REELS.—Dealers are carrying 
sizable stocks for the spring trade. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 cach; 
Donley allsteel hose reels, $1.65 each. 


ICE CREAM FREEZERS.—tThis line is 
more active and jobbers are confident 
of a satisfactory sales period during 
the next few months. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 gt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices 


LAWN MOWERS.—Shipments by lo- | 


cal jobbers have been of substantial 


volume. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; 
14 in., $4.90 each; 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in., good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 16 
in. best grade, $11.25 each; 18 in. 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


LAWN RAKES.—Good business is 
noted in this item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Wire lawn rakes, $6.75 per doz.; 
wooden lawn rakes, $6.50 per doz. 
NAILS.—The situation in common wire 
nails is unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg. 








OIL AND GASOLINE STOVES AND 
HEATERS.—Sales made by local job- 


bers have been fairly good. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Oil Ranges. — Perfection, in white 
porcelain with built-in ovens, No. 339, 
with 5 Superfex burners, $140; No. 
279, $120; Puritan with white por- 
celain with built-in oven, No. 249, 


Oil Stoves. — No. 74 Perfection, 4 
burners, $29.50; No. 73, Perfection, 
23.26; No. 72 Perfection, $18; No. 44 


uritan, 4 burners, 50; No. 43 
Puritan, 3 burners, $23.35; No. 42 
Puritan, $18. 


Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchase of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying order, 
33%, per cent. On all purchases 
amounting to $250 or more during 
calen year, annual bonuses will 
be paid, according to volume of busi- 
ness. 

Gasoline Pressure Gas Stoves.— 
Puritan, No. 714, 4 burners, $38; No. 
713, $33; No. 7 burners, $126; 
Puritan white porcelain range with 
built-in ovens, No. 759, $128. 

Ovens.—Perfection, No. 211, 1 burn- 
ie pa door, $2. 50: No. 211G, glass 

$2.75; No. 122G, 2 burner, glass 
p= door, $6. 20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5. 25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. Dealers’ discounts the same 
as on Perfection stoves. 

Oil Heaters. — Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
g'obe, $9.75: No. 1530, ge’ drums, 
nickeled trimmings, $9.2 No. 525, 
black drums and trimmings, $7.25. 

Note. Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $30 each list; 5 burner, 
$41 each list. 

High shelves for above, 2 burner, 
$5.50 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 each 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 eac h list. 

Nesco stoves and repairs take 33% 
and 5 per cent discount. 


PYREX WARE.—Business has been 


about normal in this line. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Round Casseroles.— No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, $1.17 
each. 

Oval erate. —No. 632, $1 eH 
No. 633, $1.17 each; No. 634, $1.3 


each. 

Round Pie Plates.— No. 206, 17c. 
each; No. 208, 50c. each; No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 


Round Pudding Dishes.— No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes. — No. 053, 
67c. each. 

Oblong Bread or Loaf Pans. — No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


PAINT SUPPLIES.—The spring season 
is starting out auspiciously, and both 
jobbers and dealers are of the opinion 
that business will be at least on a par 


with that in 1928. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
Sle. per gal.; turpentine, in 2 barrel 
lots, 66c. per gal.; white and red lead 
in 500 Ib. kegs, 13%c. per lb.; less 10 
per cent. 


RADIO BATTERIES. — Activities are 
slackening, although sales have con- 


tinued at a moderate level. 











JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Be price Net price 


eac. 
less unit in unit 


Stock No. pkg. pkg. 
Super B bat., No. 21308. * 20 $2.97 
Super B bat., No. 22308. 22 1.06 
B batteries, No. 10808.. 2 81 2.63 
B batteries, No. 2308.... 1.88 1.75 


B batteries, No. 5308.... 1.88 1.75 
B batteries, No. 2158.... 1.31 
B batteries, No. —"* 1.31 1.22 
. batteries, No. —— -38 35 

A batteries, No. 6...... -40 

Note.—Nos. 1368, 5308, a and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Demand has been 
holding up nicely, 
steady. 


and prices are 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 


$2 each; MX201A general purpose 
tubes, $1.40 each; MX201B general 
$2.50 each; MX200A 


purpose tubes, 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.50 each; MX171A, power 
amplifiers, $2.50 each; MxX280 full 
wave rectifiers, $3.50 each; MX281 
half wave rectifiers, $7. 25 eae: 
MX226 amplifiers, $2 each; MY227 de- 
tectors, $3 each. 


RAKES.—Business is normal in this 
line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10. 50 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROLLER SKATES.—There has been 
no change in this product, which is sell- 
ing well. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2,75 per pair; No. 185, 75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1. 37 per pair. 


ROOFING MATERIAL.—Improvement 
is noted in the demand for roofing ma- 


terial. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.— Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
medium ‘Holdfast, $1.25; heavy Hold- 
fast, $1.50; K red and green slate 
surface, $i. 85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

tee Cement.—Liberty, elastic, 1 

, 12%c.; in 5 lb. cans, 9%c. per Ib.; 
. "10 ib. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%c. per lb.; in 10 lb. cans, 6 
cans to the box, 7%c. per Ib. 


ROPE.—tThe situation is somewhat un- 
satisfactory in this line. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Ocean manila rope, . ateaas per Ib.; 
sisal rope, 13%c. per Ib. 


SCREWS.—Prices have changed re- 
cently, and the new quotations are pub- 
lished below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blue screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 56 off list; 
— wire goods, 85, 20 and 5 off 
ist. 
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THIS QUESTION OF PRICE 
as it applies to doorways 


AYBE you have wondered why price 
appears to be a secondary consideration 

with R-W engineers. 
The simple obvious answer is that Richards- 
Wilcox prefers not to compete for your favor on 
the price basis, but on service and responsibility. 




























Nothing is more deceptive than a low first cost 
. . » it’s the final cost and performance that 
determine price and should govern the selection 
of doorway equipment. 

The building itself is stationary, but its doors 
must always be readily, easily movable. Their 
efficient operation depends on both the doers 
and the proper hardware. When final cost and 
correct equipment are the chief considerations, 
R-W doors and hardware invariably win. 

This has been proved throughout twenty-five % 
years of making the right kind of equipment 
for every type and size of doorway. 

Consult an R-W engineer and you'll 


discover what we mean by ‘‘R-W 
Service and Responsibility.’’ 














New York . . . . AURORA, ILLINOIS, U.S.A. . . . . Chicago 

Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 

Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha Seattle Detroit 
+ RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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Pittsburgh Jobbers Report Strong Demand 
for Hardware Lines 


PITTSBURGH, April 23.—Rain and cold weather have not seriously 


hampered the swelling tendency 


(Pittsburgh office of HARDWARE AGE) | 


of hardware sales, and business 


even in goods associated with outdoor activities has continued in good 


volume. 


which that metal enters. 


In the face of the fact that incoming 
business in steel is running somewhat 
less than the shipments on older or- 
ders, there is little abatement of steel 
production as indicated by ingot pro- 
duction figures. Moreover, there has 
been some revision of ideas as to the 
prospects for the remainder of this half 
of the year. Based upon the usual ex- 
perience, output of steel usually reaches 
a peak in March or April, but with 
more than two-thirds of the latter 
month already accomplished, ingot out- 
put remains close to the record-making 
gait of March. Instead of figuring 
when there is going to be a turn, steel 
manufacturers now are confidently as- 
serting that there will be little abate- 
ment of production before August. The 
confidence is well founded. In the first 
place, there is a shortage of crude steel, 
particularly in the Chicago district, that 
is making it difficult for steel makers 
to roll as heavily as orders on their 
books demand. Secondly, order books 
are heavy and bookings today mean a 
good deal more than they did in other 
recent times. Instead of meaning 
merely an option on a particular ton- 
nage, the order today represents, as 
nearly as it is possible to figure it, a 
definite requirement, since consumers 
generally are depending upon current 
shipments to keep their own wheels 
turning. Automobile builders no longer 
stock steel, but work on what is termed 
a “float,” which means the steel in 
transit and amounts to from two to 
three days’ to two weeks’ requirements. 
Automobile demands for steel are a lit- 
tle less pressing, but a good deal of 


Demand for screen wire goods is especially good, even for 
this time of the year when it ordinarily is brisk. Garden and lawn 
supplies are moving freely and in some items it is still necessary 
for jobbers to resort to express deliveries to supply demands, which 
if not immediately accommodated are likely to lapse. 
facturers of barrows have fallen behind in their deliveries because 
the sheet steel producers have not been able to ship as heavily as 
they would if the supply of steel was more adequate. 
cent copper still are heard in new and higher prices on goods into 
On the other hand, sheet copper, which 
recently was selling from local jobbers’ stocks at 3334c. per pound, 
has slid back to 2734c., in keeping with the recent dip in the metal. 
Brass globe valves are up 10 per cent more in price and a like ad- 
vance has been named in brass hand and cow bells. 
not previously changed during the upward rush of copper prices. 
Still higher prices have been announced for brass hose fittings. 
Lower prices are noted for vacuum bottles, bathroom scales, flash- 
light cases, but horse shoe nails, prices of which have been station- 
ary for years, now are quoted at an advance of 5 per cent. 


Some manu- 


Echoes of 24- 


The latter had 





steel is moving to that industry and | 
any decline there is in the volume is | 
more than offset by larger requirements 
from other consuming sources. The 
needs of steel for railroad cars and loco- 
motives are much larger now than they 
have been for some time; the makers 
of agricultural implements are increas- 
ing rather than cutting their takings 
and structural steel projects, while 
running more to railroad and public 
work more than to investment construc- 
tion, are taking almost as much steel 
as last year and the year before, which 
are rated as good years. , Another fac- 
tor counted on to sustain steel produc- 
tion is the fact that rolling mills have 
exhausted reserve stocks of semi-fin- 
ished steel and there will be some re- 
plenishing of these stocks when the 
consumptive demand abates. Inci- 
dentally, this will give an evenness to 
production that makes for economy in 
costs. 

AUTOMOBILE TIRES-AND TUBES. 
—Demand for these lines is only fair 
at the present time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1. 60; 39 x 4.75, “$9. 55; 
$1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90: 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
7. ig x 5.50, $12.65; tubes, $2.25. 

6 Ply, 3 x 5.25, $14.70; tubes, 
s205. 30 x $16.05; tubes, $2.35; 
30 x 6.00, $16. ts; tubes, $2. 25: 31 x 
6.00, $1 6.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 








Tire display racks, $10.00 each. 
Prices in all instances are each. 


Reading matter continued on page 80 


BATTERIES.—Dry-cell radio batteries 


| sell fairly well, but there is not much 


call for those for other uses. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Broken Unit 
Packages Packages 
OR ER. Sin cn ewaeleesen $2.22 $2.06 
ie eee ee 3.20 2.97 
BOO: CRD” cies sevcnss wor 2.06 1.92 
eS: eer ee 3.00 2.80 
Te re eres 1.32 1.14 
Se See 42 .39 
oe, Me wlhedk es ones 1.05 97 
ee. Be eT re 1.40 1.30 
GUE hiwwieaesinds awe 1.40 1.30 
i. ee -scakigbopiare ys 2.06 1.92 
SO, NED. & wins wim 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 


Flashlights.—No. 935, 6%4c. each; 


No. 950, tiga Re 790, tes No. 705, 
19l%4c.; No. 13%4e.; No. 791, 13c. 
$ Hot Shot. ak. 1461, $1.67; No. 1661, 
2.37. 


BOLTS, NUTS AND RIVETS.—De- 
mands are very steady, although most- 
ly for small lots. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
Nuts.—All styles, 


list. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 

BUILDERS’ HARDWARE.—Business 
is not as good as might be expected, 
but probably is all that could be looked 
for in view of the decline in home build- 
ing. Prices are very firm, with jobbers 
now revising their prices in keeping 
with higher lists recently issued by 
manufacturers. 
JOBBERS’ Oyo TAT TO RE- 

TAILERS, F.O.B. PITTSBURGH 

Butts.—Ball tip, plated, dull pense 
and antique copper, less than case 
a in 3 . 3 in., $18.50; is 1 pairs; 

3% x 3% in., $19; 4 x 4 in. 

Hinges.—Heavy FBS 6 a $1.85 
per doz.; 8 in., $2.85; A in., $4.80; 
extra heavy T, 6 in. $2.30 ; per doz.: 
8 in., $3.40; 10 — i 40; light strap, 


with’ 4 & y--y one pair in a 
$9. per 100 pair; 4 in., 
ey eo: lit, 2, 3 in., $11 per 100 pair; 


4 in., 12 
= ne without screws, 


single dozen lots, 3 in., 65c. per doz.; 

n., 79¢c.; 6 in., $1. 05; safety, 3 in., 
97c. per doz.; 4% $1.14; 
$1.60. 


in Sets.—Swinging hinges, 
$3 per set. 
ge Sets. —Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, 1.65. 


BRASS BELLS.—An advance of 10 per 
cent has been announced in brass hand 
and cow bells. 

BATHROOM SCALES.—tThe price is 
lower and jobbers now quote retailers 
f.o.b. Pittsburgh, $8.45, net, each. 
FARM, GARDEN AND LAWN.—Sales 
keep up despite the fact there has been 
much weather unfavorable to outdoor 
work. Brass hose fittings have had an- 
other advance. Sprays, which now are 
coming into demand, are lower than 
they were a year ago. 


50 per cent off 


6 in., 


10 


in., 
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rope he 
Mark. 


\\ 


“A good hardware man, like 
a sea captain, has to know 
what kind of stuff’s in the 


buys,’ says Cap’n 


In Columbian Tape-Marked Rope, you are and graded. The Columbian Rope Company is 
sure of “what kind of stuff’s” in it, for it is com- the only rope manufacturer to have these exten- 
pletely Guaranteed. The red, white and blue sive facilities. 


Tape-Marker in one of.the strands as well as the 
red, white and blue surface markers in rope % 
inches diameter and larger are mark- 
: ’ PHILIPPINE \ . 
ers that insure Quality throughout. ISLANDS say > 






These Columbian Markers mean 
that the rope containing them is made : 
of manila fibre personally selected by : 


SS 






our own fibre men in the best fibre oe AN 

producing province of the Philippine r ia: 

Islands. Here, in connection with pe ie — 

our main buying office, we operatea 4% ““ dia 

warehouse where all fibre is sorted PKS 
, AVAO 






352-80 Genesee Street 


With the advantage of such raw material and 


the ability of really knowing how to 
convert it into excellent rope in a mill 
easily recognized as the most modern 
cordage mill in the world, it is small 
wonder that we are able to place such 
a broad Guarantee on our product. 


It stands to reason that Colum- 
bian Tape-Marked Pure Manila Rope 
has the “stuff” in it. 


COLUMBIAN ROPE COMPANY 


Auburn, N. Y. “The Cordage City” 


Branches :— © New York Chicago Boston 


-COLUMBIAN 


New Orleans Philadelphia 


ROP 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Lawn Rollers.—No. 2, 175 >. with 
water, $8.55 each; No. 4 Ib., 
$10.15; No. 5, 265 ib, $12.70; "me. 7 
420 Ib., $14.60; No. 565 Ib., $16.50. 
Garden Hose.—2 50" ‘to 500 ft. coils, 
% in., 74%c. to 9c. per ft.; % in., 8c. 
to 10%c.; % in., 9c. to 12%c.; : in bg 


ft. lengths coupled sis per 
higher; poasten. Se 50 per ees’? : 
Diamond, pone "diane $3.25 per 


doz.; reels, x to $4 each. 

Forks, Rakes and Hoes.—Manure 
forks, ne 31, $13.63 per doz.; No. 
41, $15.24; ing forks, No. 84, $10.80 

; en rakes, 

wd doz.; No. 512, $8.64; 

$9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, a per doz. 

Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, $5; No. 


84, $7.75; No. 45, $4. 50; No. 35, $5.75; 
No. 25, $6.25. 

Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 


100, "$3. 50; No. 85, 80c.; No. 02, 75e. 
Grass Hooks and Shears.—Hooks, 


No. 7, $2.50 per doz.; No. 0, $4; 
German, $3.60; English. $7. Shears, 
No. 360, $3 Or nk ~ of" 380, $3.60; 
No. 520, $5. No. » $7; No. 530, 
$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 


doz.; No. 0, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in. blades, ‘$1.25 
to $1.75 each; a $1.40 to $1.90; 


10-in., $1.60 to 
Pruners.—Tree, Water $1. 30 to 
Rock- 


$1.60 each; Disston, $2 to $2.10 10; 
dale, $1.35 to $1.65; McKinney, $2.60 


to $3. 60. 
Sprinklers. —Ring, 60c. each; Rain 


King, $2.60; Giant Rain King, $8.25; 
Pluvius, "25. 

Sprinkling Cans.—Galvanized, 4-qt., 
6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., $8.40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13.50; 18-in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers, 24c. per lb.; in 100-lb. drums, 
l4c. per Ib.; arsenate of lead, 1-Ib. 
papers, 22c. per Ib.; in 100-lb. drums, 
16c. per Ib 


FERTILIZERS.—Seasonally good de- 
mand is noted. 
JOBBERS’ guct Are. eons RE- 
TAILERS, F.O.B. PITTS 
Old Gardner, cases of of oy ~ 
tons, 2; 48 1-lb. cartons, $3.80; 10 5- 
$3.20; 5 10-lb. bags, $2. 75: 

; 100-Ib. sacks, $3.50 each. “5 
FLASHLIGHT CASES.—National Car- 
bon Co. and Barney & Berry Co. have 
issued new price lists, producing lower 
average prices, but in detail the revi- 
sion leaves some numbers unchanged 
and others marked down from 10 to 20 
per cent. 

HORSESHOE NAILS. — The | first 
change in price in years has been made 
since last reports. Jobbers now quote 
Crown nails at 10, 10 and 5 per cent off 
list, an advance of 5 per cent. 
FISHING TACKLE.—This line is sea- 
sonally active with the opening of the 
game fish season. 

GLOBE VALVES.—Another advance 
of 10 per cent has been announced, pre- 
sumably to put prices where they be- 
long in relation to the base metals. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 

in., 36c. each; % in., 44c. each; 

% in., 55c. each; 1 in., 88c. each; 

1% in., $1.10 each. 


HOUSE-CLEANING SUPPLIES.—AI- 
though the weather has been cold 
enough to have house heating plants 
going and usually house-cleaning is de- 
layed by this fact, jobbers here note no 
material decline in purchases or ship- 
ments. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 














Mops.—O-Cedar, 33143 per cent off 
list; cotton, best grade, No. 12, $4.20 
ig doz.; No. 20, $6; No. 30, $10; No. 

13.50. Second grade, 
$2.75; 75; _ 20, $4.50; No. 30, "$6. 15; No. 


an Skins. — x 14 in., $3.50 
per doz.; 13 x 17 in., $6. 14 x 18 in., 
$7.50; 15 x 20 in., $9.20 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-lb. cans, 
$3; 8-lb. cans, $6; fe English, 1-1b. 
cans, 85c.; 2-Ib. $1.70; 4-Ib. 
cans, $3; liq uid wax, Teanson pints, 
75c.; quartn. 1.40; ola English, pints, 
75c. ; 1.40, Dealers’ discount, 


ponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 
Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
per doz. cans; Perfection paint 
cleaner, $3.25 per doz 
Step Ladders. Sander’ full rodded 
_—— 28c. per ft.; extra, 40c. per 


he 
Floor Polishers.—Universal electric, 
$20.65 each net; hand, $3.75 each; 
Old English, $2.60 each. 
Carpet Beaters.— Justrite, $1.10 
doz.; No. 4, $1.20. 


MISCELLANEOUS TOOLS.—Demand 
is constant for these items and reaches 
a fairly large volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. 

Garage Vises.—No. 43, $2 each; No. 
43%, $3; No. 44, $5 


PAINTING SUPPLIES.—Business con- 
tinues active and prices are unchanged 
except for a slight dip in turpentine. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
i (white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less in lots of a ton or more; . 
turpentine, 72c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. 
in barrel lots. 


POULTRY SUPPLIES.—Demand not 
only is good, but jobbers expect it to 
remain so for another month. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Incubators.—No. 1, $21 each: No. 





2, $24.50; No. 3, $32.55; Wo. 4, $38.50; 
No. 16E, $15.75; No. 17B, $21; all 
prices net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. 119, $15.75; No. 80, 
$12.25; No. 81, $12.95; No. 101, $18.55; 


No. 102, $22.50; all prices net. 

Fountains, Etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per sq. ft.; in 50-ft. rolls, 12%c. per 
sq. ft. 

ROLLER SKATES.—Demand is good, 
but in somewhat lighter volume than 
recently. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Roller eg — Union cong: algae 
Co. line, No. 2, 70c. ~~ pals No. oH 


75c.; No. 10, $1.05; 
Winslow line, No. 3844, $1.50; No 38, 


$1.60; No. 38, rubber-tire, $2. 50 per 
pair. 
Chicago, No. 181, $2.65 per pair; 


No. 183, $2.75; No. 185, $2. 5; No. 101. 
$1.32; Nos. 103 and 105, 1.37. 


SASH WEIGHTS.—There is just a fair 
demand for this item, which is quoted 
by jobbers to retailers at $42 per net 
ton, f.ob. Pittsburgh 

SCREEN WIRE GOODS.—All items 
under this heading are doing well, with 





Reading matter continued on page 82 








a particularly strong demand noted for 
wire cloth. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Screen Wire Cloth.—Black No. we 
mesh, $1.85 per 100 sq. ft.; opal, Ni 
AH mesh, $2.10; bronze, No. 14 east, 


Screen Doors.—2 ft. 8 in. ." . ft. 8 
in., No. 241, $18 per doz.; No. $24; 
No. 457-G12, $22; No. 315- Bis ary 


Screen Windows.—Wooden frame, 
extension; 12-33, $3.30 per doz.; 15-33, 
$3.85; 18- 33, $4. 40; 24-33, $5.10. 

Me te 1g Cloth.—24 in. x 48 in., 

2, $4 a non sq. ft.; No. 3, $4.30; 

4, $4.6 6, $5; No. 8, $5.50. 

heahere Metune .—Galvanized after 

weaving, 50 and 10 per cent off list. 
SHEET METAL.—Copper is off sharp- 
ly with the primary market, but no 
change is noted in sheet zinc. Sheet 
copper is priced on sales out of Pitts- 
burgh jobbers’ stocks at 33%c. per lb. 

and sheet zine at 11%c. 


SHEET STEEL.—Sales by jobbers are 
very heavy, partly because the mills are 
so heavily committed that they are not 
anxious for more business for early 
shipment. Prices are slightly firmer. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O. Re PITTSBURGH: 
Black sheets, 24 gage, in lots of 


1 to 9 bundles, < sc. B ned 
Galvanized sheets, 0. 24 gage, in 


lots of 1 to 9 bundles, 4.80c. per Ib. 
Blue annealed sheets, No. 10 gage, 
in lots of 1 to 9 bundles, 3.45c. per Ib. 
Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.43 per square. 
TEA KETTLES.—Copper tea kettles 
continue to reflect in price the recent 
advance to 24c. per lb for copper. 


JOBBERS’ QUOTATIONS TO - 
TAILERS, F.0.8. PITTSBURGH 


No. 18, $16.65 per doz.; No. 1, 
$17.85; No. 38, $22; No. 39, $23.75. 
WIRE PRODUCTS.—Nails are not 
showing much life, but a good move- 
ment of fence and of fencing building 
material is reported. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH 

Fence Wire 

per 100 lb. Annealed Galvanized 
No. 6 to 9 gage....... $3.00 $3.45 
ee rer) 3.05 3.50 
Es Sc ar seecass ares 3.10 3.55 
_ SE Bere ee 3.15 3.65 
SUR TEE sina Sp vis eaai a sees 3.25 3.80 
OT eer er 3.35 4.00 
Ser Pe oT 3.55 4.30 
ie ee es See eee 3.75 4.55 

Barbed wire (per 80-rod spool): 

a er ee ree rene $2.97 
Re eer ee Pee pe 3.18 
A Grrr 3.43 
ee eee esa 3.17 
2-point cattle (special).......... 2.25 


Field Woven Wire Fence (per 100 
rods): 
Ce rer rrr rr errr rs $39.80 
ON eis (clos one iasiete- se tains 4h aca 55.80 
MEN 5 Gy i xiwocksxn Sakeusnen 27.70 
SP ee ee ere 37.00 
ED cribs. Gevalia ae pedvewen tek 35.80 
EM ere cr ree 49.20 
Poultry and rabbit (No. 14% gage): 
iG. ee O56 65k evan canesesasee $36.50 
ee ere ee re rey 44.00 
No. ES ea aay eo 49.50 
Smaller mesh: 
ie; See Sao. .waus + sta - eaaeae $37.00 
BO: ED navi Sakis Jo bes ads vee 44.50 
SED; MED iodie ohn + ebb odes 0» oe 52.00 
Re ee ee 60.00 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


Sh eee eae a i ee 
he Se 55c. each 38c. each 
eC eer 65c. each 40c. each 
WM 00... Caco Bgewes seay 45c. each 


Bright nails, base, per keg, $3. 
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This old friend needs 


introduction 








Stanley _ 
Bailey Plane 
No. 5 


Since 1869 the Stanley Bailey Plane has built friendship 


among the woodworking crafts. 


Continual improvements in design and construction have 
satisfactorily met the requirements of craftsmen for this gs 
of atool. No one has asked for a better plane than the 


Stanley Bailey. 


Today it is the favorite of carpenters the world over. This 
we feel is a valuable tribute from a group of craftsmen who 
know what they want. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 
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Who Sells Nails Sells Romance 


(Continued from page 57) 


called it contaminating. All I said was that nails are 
nails and tin pans are tin pans—and you can’t get very 
poetic about them.” 

“Just things,” said his father. “And Life is more than 
just things, eh, son?” 

“That’s how we feel about it, Dad,” said Charles, Jr. 

“But things are more than just things, too, Charles,” 
said Sybil, unexpectedly. “Why when your father talks 
about them, they are absolutely romantic. The way he 
talked about hardware and house fittings this morning 
was beautiful.” 

“Beautiful!” repeated 
mean, beautiful?” 

“T mean he ties up electric percolators and brass pipes 
and vacuum cleaners and paint and plaster and nails with 
Life. He simply makes them sing. He—oh, that house 
was lovely.” 

“A mute, inglorious Milton, with his light under a 
frying pan,” chuckled Charles Hagan, Sr. 

“Well, I’ve sometimes wished that I knew how to 
express the kind of feeling I have about this store. 

“It’s a kind of a cave of Aladdin to me. Only I’ve 
filled it myself. And every single piece of stock in the 
place is Aladdin’s lamp.” 


Charles. “What do you 


H E picked up a twelve-penny nail from a keg. 

“Look, I rub this nail! And what do I see? I see 
men digging ore with steam shovels in the Mesabi. I 
see the ore rolling down the chutes into great steel ships, 
snatched by great machines out of the ships and into 
cars, shunted into yards of foundries and roaring, rum- 
bling mills. I see men and machines spinning the iron 
into threads, I see men and machines cutting and shaping 
those threads into nails, I hear freight trains banging 
over the rails to bring the nails to me, and here they are. 

“Then I rub the nail the other way and I see it driven 
home by one of my hammers into the joist of a frame- 
work that will be a house. I see 20,000 others driven 
until the framework is a house. I know that the tools 
I sell will shape the materials of that house until it’s 
ready for human beings—working, playing, longing, 
loving, dreaming human beings—to occupy it. That’s 
what I see—just by rubbing a nail.” 

“Why, Dad,” said Charles, Jr. 
like this before.” 

“Don’t interrupt,” said Charles, Sr. 
got going before. 

“Now I drop the nail and I rub a hinge. And that 
hinge opens the doors of that house to romance. Not 
the Romeo and Juilet romance of calf kisses on balconies, 
but married romance that makes that house a home. 
Romance that has sense enough to want that home to 
stay a home. 

“Romance that isn’t afraid of necessary drudgery, but 


isn’t to do the washing by hand if it can afford a wash- 
ing machine. Romance that looks forward to additions 
to the family and considers the best equipment for a 
nursery. 

“Things are just things? Boy, I can rub any damn 


“You never talked 


“T never really 


thing in this store and show you dreams that Aladdin 
couldn’t have realized if, he’d rubbed his lamp with an 
electric polisher. 

“I can rub a garden tool and see 10,000 gardens. I 
can rub a radio tube and evoke wonders that would make 
Aladdin’s slave pale with envy. 

“Why do you think I’ve been selling hardware 30 
years if I didn’t get something besides a living out of 
it? Can’t you give your dad credit for enough intelli- 
gence to make his living some other way if that’s what 
he wanted? Don’t you know that I could have retired 
10 years ago? Think it’s just habit that keeps me here? 

“Guess again, son. I’m here because I love selling 
hardware. I’m here because I think everything I sell 
adds to human happiness and gives more zest to life 
and love. I’m here because this place pulses and sobs 
with Life—Life with a little ‘i’ and a capital ‘L.’ 

“T’d hoped that you’d carry on with me in the same 
spirit. But if you don’t feel it, it would be folly for 
me to insist. You and Sybil have your own lives to 
live, and I want you to live them. And you'll do it 
with my blessing, for you have picked a darn nice girl.” 


‘6 

F INE,” said Charles Hagan, Jr., “but if you feel that 
way about your business, why in heaven’s name don’t 
you put some of that stuff into your advertising Why 
keep all this magic and enchantment and romance and 
glamor of hardware to yourself? Now, I could do you 
some copy—” 

“And I could do illustrations for it—,” Sybil added. 

“And we could run a campaign that would make this 
hardware store unique. ‘Light Your House With 
Aladdin’s Lamp.’ ‘The Enchanted Nails.’ ‘The Glamor- 
ous Hammer and the Magic Saw.’” 

“Oh, it would be fun! said Sybil. “And we wouldn’t 
have to go to New York. 

“Don’t you want to go to New York?” asked Charles, 
Jr., open mouthed. 

“Not since your father showed me that house,” ad- 
mitted Sybil. “I have discovered I am domestic. If I 
could have a house like that—” 

“I guess that could be arranged,” said Charles Hagan, 
Sr., with a slow smile. “You see, I was going to use 
it as a gross material bribe if everything else failed.” 

“It’s for us?” cried Sybil. 

“Nursery and all,” said Hagan, Sr., “provided ‘and 
Son’ is added to the sign in front of this store.” 

Sybil and Charles, Jr., looked at each other. Then 
Charles, Jr., shook his father’s hand. 

“Married romance will step over the threshold of that 
house and make it a home just as soon as Sybil is will- 
ing,” said the son. 

“Sybil is willing right now,” she said. Then she 
kissed Charles Hagan, Sr., and said: 

“But I don’t like the light fixtures in the nursery. 


and there ought to be a bigger medicine cabinet in the 


front bath room.” 
“Rub a nail,” said Charles, Sr., “and the slave of the 
Nails will attend to it.” 
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American 
Kampkook, 
America’s favorite camp stove. 








Down in the frozen Antarctic, thousands of miles 
from home and civilization, equipment upon 
which depend the health and comfort and even 
the very lives of men, must not fail. 





Wherever men must have dependable cooking, 
heating and lighting equipment, the choice is 
American Appliances. With Roosevelt in 
Thibet, with the Harvard Scientific Expedition 
to Asia Minor, with the Stefanson Arctic Ex- 
pedition, with Theodore Roosevelt to the 
Amazon River country, with Dr. Barrett of the 
Milwaukee Public Museum in Africa, they have 
served with the same reliability and convenience 
that they do in so many American homes. 


And so the Byrd Expedition, carefully planned 
and equipped, chose American gasoline gas 
appliances; Kitchenkooks, Kampkooks, Radiant 


American Gas Machine Co., Inc. 


NEW YORK,N.Y. ALBERT LEA, MINN. OAKLAND,CAL. 








The Byrd Expedition Uses Americas 
Appliances for Cooking, Heating, Lighting 






ANTARCT 


Heaters and Ready-Lite Lanterns. For American 
Appliances, making their own gas, provide 
complete gas cooking, heating, lighting service 
wherever gasoline can be secured. 


You too, no matter where you live, may enjoy 
the benefits of these modern home conveniences. 
Your request for the booklet, “Gas Service for 
Every Home™ will bring you full information 
and name of your nearest dealer—just mail 


the coupon. 


4 AMERICAN GAS MACHINE COMPANY, Inc. 
Derr. H6—Axseat Lea, Minn. 


Send me your book “Gas Service for Every Home,” infor- 
mation checked below and name of nearest dealer 


© American Ready-Lite Lantern 
O American Kampkooks 
© American Kitchenkooks 








| 







be 








This ad appears in the Country Gentleman for May and the Saturday Evening Post for May 18. 


Wherever gasoline cooking, heating and lighting equipment is selected for service under difficult ances, Kampkooks, Kitchenkooks, Lamps, Lanterns and Heaters are the choice of progressive, 
conditions; wherever the choice of such equipment rests upon reputation forreliableperformance, forward looking merchants, Full particulars about the American line and sales plan sent on 


there the choice is invariably American Appliances—which also explains why American Applir —_ request. 


AMERICAN GAS MACHINE COMPANY, Inc. 


NEW YORK, N.Y. ALBERT LEA, MINN. 


OAKLAND, CAL. 




















HARDWARE AGE for APRIL 25, 1929 





Little yarns that others have laughed 
over culled from various sources. As a 


contemporary puts it: 
have heen copied, the rest will be.” 


“Some of them 








Did you hear about the one-eyed 
Scotchman who demanded a half-price 
ticket to the movie? 


Clancy stopped his friend Sweeney 
on the street the other day. “I hear 
you've moved, Sweeney, how do you 
like your new place?” 

“Well, Clancy, it costs a lot, but 
there is a lot goes with it. An’ then 
thim new-fangled conveniences are 
great things. Sure, we’ve been living 
there a month now—an’ the first day 
we lit the gas range in the kitchen, an’ 
it ain’t out yet!” 


A negro woman walked into an in- 
surance office and asked whether they 
dealt in fire insurance. 

“We do,” a clerk replied. 
do you want insured?” 

“Mah husband.” 

“Then you don’t want fire insur- 
ance,” smiled the clerk as he reached 
for another application form. “What 
you want is a life insurance policy.” 

“No, Ah _ don’t,” exclaimed the 
woman. “Ah wants fire insurance. 
Mah husband been fired fo’ times in de 
las’ two weeks.” 


“What 


“I have just killed five flies—two 
males and three females.” 

“How do you know?” 

“Two were on the table and three 
on the mirror.” 


Sambo—‘“Yes, suh, business ben fine. 
Mah wife done gib me ten dollars an’ 
Ah bought a pig. Ah kept tradin’ fo’ 
eberything under de sun, till finally Ah 
gets a bicycle, and Ah sold it fo’ ten 
dollars.” 

Rastus—“But 
any money.” 

Sambo—‘“Co’se not. 


you all doan’ make 


But look at de 


business Ah’s been doin’ !” 








“Do you travel much in that old 
flivver of yours?” 

“From coast to coast.” 

“Goodness! Have you really gone 
from Maine to California in that 
boat ?” 

“Oh, no, I mean to coast down one 
hill, tow it up another one and then 
coast again.” 

He—“Wonderful night, a beautiful 
girl—what a combination.” 

She—‘Heavens! Is that showing?” 





Traffic Cop—‘I’m sorry, miss, but 
I’ve got to tag your car. You know 
what that means?” 

The Sweet Young Thing—“Certain- 
ly. Now I chase somebody else and 
tag them and then they’re it.” 





Mistress—“So you wish to leave to 
get married, Mary? I hope you have 
considered the matter seriously.” 

Maid—“Oh, I have, mum. I’ve been 
to two fortune-tellers and a clair- 
voyant, and looked in a sign-book, and 
dreamed on a lock of ’is ’air, and I’ve 
been to a medium and a asterologist, 
and they all tell me to go ahead, mum. 
I ain’t one to marry recklesslike, mum.” 





First Singer (after finishing duet) 
—‘“Say, have you got an ear for 
music ?” 

Second Singer—“Why, of course I 
have!” 

First Singer—‘Well, the next time 
that you sing with me, make the music 
come out of your ear. That noise from 
your mouth was terrible!” 


He—‘“What’s that clicking sound 
coming from the next room, honey?” 

She—‘“Tt’s the man taking moving 
pictures of your proposal in case I 
have to sue you for breach of prom- 
ise.” 


| The following preciously preserved 
extract from a love-letter written home 
to his wife by a soldier on active ser- 


vice will evoke tender memories in 
thousands of former service men: 
“Don’t send me no more nagging let- 
ters, Lettie. They don’t do no good. 
I'm three thousand miles away from 
home and I want to enjoy this war in 


peace.” 





He: “The hand that rocks the cradle 
rules the world.” She: “Then suppose 
you rule the world for a while, I’m 
tired.” 





Young Wife: “I want three cigars 
for my husband.” 

Clerk: “Want them strong?” 

Y. W.: “Yes, please. The last ones 
broke in his pocket.” 





_A Colored Bootlegger (three jumps 
ahead of the officers)—“Gimme a 
ticket on de speediest train whut runs. 
I craves distance and needunt mind 
where to.” 

Ticket Agent—“But the “fast train 
has just gone.” 

C. B.—“Ne’ mind. Jest show me de 
track what it lef’ on.” 





“Old age nuthin’,” said the gardener 
when the doctor told him that his years 
were the cause of his rheumatism in 
one leg. “My other leg’s just as old, 
and they ain’t no rheumatiz in that 
one.” 





Traffic Officer (reproachfully) : 
“Young lady, do you know anything 
about the traffic laws of this city?” 

Fair Motorist: “Yes, a little. Can I 
help you?” 





A colored employee of an express 
company approached his superior with 
the query: “Boss, what we gwine do 
‘bout dat billygoat? He’s done et up 
where he gwine.” 
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Mas IND.’ eS 


SA L HK S ny Ww 
while the Sun Shines 


A leaky roof is usually remembered only when it 
rains, so half the job of selling roof coating is to 
remind people to buy while the sun shines. 


And that is what Rutland national advertising 
in the Saturday Evening Post and in Better Homes 
and Gardens is doing. It sells the prospective 
customer on the idea of repairing his roof him- 
self and on the ease of doing the job with Rutland 
No-Tar-In Roof Coating. 


Attractive display cards, furnished free, enable 
you totake full advantage of the growing demand 
for roof coating created by Rutland advertising. 


To sell Rutland means to speed up your sales 
of roof coating and realize larger profits. 


Rutland Roof Coating is a high grade asphalt 
and asbestos os eemameRg backed by our 40 year 
record as manufacturers of quality products. It 
is as easy to apply as paint, and will not crawl, 
sag, harden, blister or peel. 


Send coupon today for full information and 
proposition to dealers. 


RUTLAND FIRE CLAY Co. 
RUTLAND, VERMONT ; 


- Manufacturers of Rutland Patching Plaster, Stove 
Lining, Furnace Cement, and Concrete Patcher 























RUTLAND FIRE CLAY CO., Dept. P-8, Rutland, Vermont. 
Please send me full information on Rutland Roof Coating. 


ileal ade 
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Homes and Gardens 
makes Rutland Roof 


Coating easy to sell. 


Rutland 


No-Tar-In . 
ROOF COATING 
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USE 
REED & PRINCE 
MANUFACTURING 
COMPANY 





Reed & Prince Screws have cleanly 
cut, accurate threads, heads of true 
diameter with uniformly deep slots, 
accurately centered. Reed & Prince 
products include all types and sizes 
of wood, machine, cap and set 
screws, stove bolts, sink bolts, 
hanger bolts — perfectly fitted with 
true center nuts —and rivets, 
burrs, nuts and many special 


products. In all finishes—plain, 
nickel, brass, copper-plated, 
cadmium, chromium, Sher- 
ardized or hot galvanized. 
Every product is backed by the 
Reed & Prince high standard for 









quality, accuracy and service. 


2137 


REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHICAGO-I2] NORTH JEFFERSON ST. 





Keeping Cars Up With the Styles 


(Continued from page 38) 


any brilliant color without the danger of overbalancing 
the color harmony of the car or altering its silhouette. 

Dusk rose, crown point tan and shenstone beige, three 
very popular rose beige colors, first introduced to the 
automobile industry in Germany, are gaining popularity 
in this country. Such warm colors require a cool accent 
tone. Argent (silver) accomplishes this result nicely. 

Glenrock blue, a brilliant meridian blue, and mais, one 
of the fashionable silk colors, are stunning when used 
together on a roadster. Wire wheels and moldings in 
mais accent the blue area attractively without the aid of 
striping. 


Paint Industry Profits from 
Market Study 


(Continued from page 41) 


are two Of the many window displays that greeted the 
joint conventions of the several paint trade associations 
in Detroit last fall. Through the efforts of the Save the 
Surface Campaign, all Detroit realized that for the 
moment it was the capital of the paint industry. Both 
of these windows received awards from the convention. 

The industry shows a very high proportionate cost of 
raw materials to finished product. The listing gives the 
1927 figures as follows: Wages, not including salaried 
employees, $40,184,000; cost of materials, supplies and 
containers, $300,724,000; fuel and power, $7,125,000. 

The coloring of paint makes quite a sizable bill and 
these figures are given in the listing of the primary 
products: chrome yellow, chrome orange and chrome 
green, $5,562,000; prussian .blue, $1,364,000; other 
colors, $21,513,000. 

White lead in oil reached 252,743,410 pounds in 1927; 
red lead in oil 4,671,988 pounds ; zinc oxide in oil 6,175,- 
032 pounds. These figures are, of course, only a frac- 
tion of the primary manufacture of these pigments. 

Ready mixed and semi-paste paints show a total of 
$164,393,932 in 1927 against $158,376,864 in 1925. 
This trade was divided as follows: paints in oil, $97,760,- 
426 ; undercoatings and primers, $11,343,928 ; wall paints 
and mill whites, flat and gloss, $26,525,797 ; other ready 
mixed and semi-paste paints, $28,793,781. 

Water paints and kalsomine, dry and paste, reached 
a total of 122,455,781 pounds, a smart increase over 
110,618,307 pounds in 1925. 

Lacquers make the most marked increase, jumping 
from $27,252,797 in 1925 to $64,112,747 in 1927. The 
divisions of this total do not indicate what proportion of 
the products were sold for domestic business or through 
retail channels. The detailed figures are: clear lacquers, 
$15,327,157; lacquer enamels, $30,177,201; thinners for 
pyroxylin lacquers, $414,355,656; other pyroxylin prod- 
ucts, $4,252,733. 

Putty, an important factor in the trade, contributed 
$4,232,415 to the trade total, an increase of practically 
1,200,000 pounds over 1925. The total production runs 
well over 100,000,000 potnds. 
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Paint as a Cure for Cross and 
Weeping Wives 


(Continued from page 39) 


in violet. 
tery, rugs, and lamp shades, in which violet was the pre- 


Door hangings and window draperies, uphols- 


dominating shade, were chosen. Even Mrs. X’s dress- 
ing gown and bed cover were violet. 

Shortly after the rooms were thus decorated, a change 
came over Mrs. X’s attitude toward herself and her 
family. The most trifling mishap, real or imaginary, 
would send her into tears. If her breakfast coffee was 
not as hot as she wished, she wept. If her husband re- 
marked that she looked tired, she went to her room to 
cry, thinking that he no longer loved her. All this was 
so different from her usual self that the family physician 
was called. He found that Mrs. X was in good health, 
though irritable and nervous. To complicate matters, 
Mrs. X’s conduct away from home was perfectly normal. 
This discovery caused the physician to send her on a trip 
to Europe. 

From Europe, the physician received a letter from 
Mrs. X’s daughter to the effect that her mother was 
regaining her old happy outlook on life. And while 
thinking over the case the physician was seized with an 
idea which caused him to summon a well-known interior 
decorator. 

“Miss Brown,” he said, “please look over the decora- 
tions in Mrs. X’s suite and see if they meet with your 
approval. Let me know the result.” 

The next day Miss Brown reported, saying, “These 
rooms are decorated beautifully ; but I should think they 
would be very injurious to any sensitive person living 
in them.” 

“Why #4 . 

“Because the various shades of violet used are so 
closely of one tone that the general color scheme, lack- 
ing contrasts, soon irritates. It is chiefly the monotony 
that affects one in such rooms. But there is an added 
factor in this case, for violet has a very depressing effect 
on the nerves, unless used sparingly. It should never 
be the predominating color. Moreover, violet is the 
color used to signify ‘second mourning’ by those who 
observe the custom; and this association with death, and 
mourning, is another element in causing depression.” 

After that, Mrs. X’s suite was completely trans- 
formed, the walls being done in soft tones of yellow, and 
the wood trim in ivory. Door hangings and window 
draperies with designs in light shades of blue, green, 
black, and orange against yellow were chosen. The bed 
cover was made of rich, creamy-colored satin. The rugs 
and upholstery were not changed, as their color was a 
soft, subdued tone of violet. 

When Mrs. X returned from Europe, no longer sub- 
ject to weeping spells, she was delighted with the change, 
and she has since been free from attacks of nervous 
depression. 

Mrs. X’s experience is not unique, nor even unusual. 
Thousands of similar cases are puzzling the doctors of 
the country today. If they would visit the homes of 
their patients, or the offices where they work, they might 
discover that one element in the problem is the wrong 




























Selling Features 
never before 


incorporated 
ina 
Finishing Trowel 


It doesn’t take a lot of talking on your 
part to sell this new Marshalltown Xtra 
Lite Finishing Trowel. 


Your customer sees the difference the 
minute he picks one up. 


25% Lighter—with improved balance 
and hang—spells new ease of handling 
and new efficiency. 


The special aluminum alloy mounting 
—with the toughness and strength of 
steel but far lighter in weight—is the 
reason for the sweeping success of this 
trowel. 


Made in sizes 
from 10 to 11%” 
long and 4 to 
4%” wide. 
Packed one in a 
box. Sold by 
leading Hardware 
Jobbers every- 
where. 





Marshalltown Trowel Company 


Marshalltown, Iowa 
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The new Griffin PER- 
FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folder 
which illustrates and 


describes this latest 
GRIFFIN product. + + 








Manufacturing Co 


ERIE, PENNSYLVANIA 
ranch Offices__., 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 


Boston, 76 
San Froncisee: 103 Market St. 











color dominating interior decorations. More and more, 
building managers, architects, hospital superintendents, 
and the like are recognizing the power of color over 
mind and body, and their study of the problem is pro- 
ducing happier color schemes. If we are going to dec- 
orate our homes, outside or in, we can have them in 
agreeable and tasteful colors, to add to our happiness, 
as easily as we can have the colors that depress and 
annoy. 


Zinc Oxide as a Paint Pigment 


(Continued from page 42) 


The process can be readily illustrated by touching a 
match to a piece of zinc foil. The foil burns with a 
yellowish green flame, emitting a dense white smoke, 
which is zinc oxide. 

The “American process” was invented only a few years 
later, purely by accident. A workman in a zinc smelter. 
mistaking a mixture of zinc ore and anthracite dust for 
sand, used it to mend a leak in one of the furnaces. 
The mixture took fire and a cloud of zinc oxide poured 
forth. This being reported to one of the company’s 
engineers, he at once realized its significance, and the 
development of the American process resulted. 

The French process is known technically as the “in- 
direct process,” because the metal zinc is first distilled 
from the ore and then used as the raw material of this 
process. The American process is known as the “direct 
process,” because the distillation of the metal from the 
ore and its oxidation are comprised in one operation. 
The zinc oxide “smoke” is collected in immense fabric 
bags. 

When made from zinc ores containing lead, the lead 
appears in the oxide as lead sulphate—sublimated white 
lead. Such oxides are known as: “leaded zinc oxides.” 

French process oxide is used largely in the manufac- 
ture of fine enamels and decorative paints in general. 
American process oxides are used largély both in ex- 
terior and interior house paints and in industrial paints. 

Both types of oxide are very fine in texture (being 
condensed “smoke,” they could not be otherwise) and 
extremely white. In the paint film they increase the 
spreading rate, impart hardness and retard chalking. 

A property on which considerable stress is placed by 
manufacturers is the opacity of zinc oxide to the ultra- 
violet rays of sunlight. These rays are believed to be 
largely responsible for the disintegration of paint, and 
their exclusion is therefore of economic importance. 
Another property of practical importance is the fact that 
zinc oxide does not darken when exposed to the sulphur- 
ous gases prevalent in many localities and in many sit- 
uations. 

Through improvement in manufacturing processes and 
in painting practice, lead poisoning is no longer of any 
social importance; but zinc oxide still holds, as a pig- 
ment of demonstrated value, a place of greater impor- 
tance than it ever won or could have won as a make- 
shift ‘substitute for another pigment. It appears, in 
varying percentages, in practically all modern house 
paints and enamels of the better grades. ; 
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Water Systems| ; 


~ Modernize 
Country and 
Suburban Homes 


Summer Cottages 
Farms & Country 


















Ss 
Shallow Well Home\* 
Water Systems 


2 Sizes-250 to300 
Gallons per Hours 







Geer news for dealers—outstanding 
quality and performance sound the 
note of satisfaction—extra features and 
new refinements clinch the sale—Myers 
Water Systems now provide complete 
automatic service for those who desire 
to modernize their homes or farms with 
running water. 


- A simple patented device automati- 
cally regulates air and water volume. Water logged or air 
bound tanks fade from the picture. Positive self-lubrication, 
housed working parts, improved bearings, extra large valves, 
V-Belt or Silent Chain Drive, simplicity of installation, de- 
pendability of service, long life—the story it tells presents 
exceptional opportunities for profitable business. 


Write or wire. 


THE FE. MYERS & BRO.€e: 


LAND, OHIO. 
acepeaeeat pactonv ant 
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Four Sides Io 
This Argument 


There are four good reasons why Reading 
Cut Nails stay tight, year after year. These 
reasons are the four sides—the four grip- 
ping surfaces—that give Reading Cut Nails 
72% more holding power than wire nails! 
Because Reading Cut Nails remain firm 
until the wood itself decays—because it 
takes fewer of them to do a good job—be- 
cause for generations they have been the 
standard where great durability and hold- 
ing power are required—you will find that 
they attract the quality trade wherever they 
are sold. They make staunch friends with 
your customers, bringing in a steady vol- 
ume of profit to you. 





Stock a supply of Reading Cut Nails— 
there’s a size and type for every need. Send 
for our catalog today. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta Cincinnati San Francisco 
Baltimore Detroit Fort Worth 
Boston Houston Seattle 
Buffalo Los Angeles Philadelphia 
Chicago New York New Orleans 

Pittsburgh 

Cleveland 

St. Louis 


Tulsa 
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Cutlery Buyers!!! 


15,000 Dozen 
(180,000) 


Highest Quality Pocket Knives 
Jacks—Pens—Stock Knives 
Also 1000 Sets Stainless Tables 
By Order Electric Cutlery Co., Walden, N. Y. 


Sale 1] a.m., Tuesday, May 7th 


At Our Salesrooms 
E. Bissell & Co. 


Wholesale Auctioneers 
133-135 Greene St., New York City 


Pocket knives will be sold in case lots of 50 doz. 
each and upwards. 


Any further information desired can be had upon 
request to auctioneer. 











The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 
Beware of Imitations 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 
skilstuna, Sweden 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 
SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 


509 E. Hennepin Ave. 304 Railway Guiene Bidg. 
Minneapolis, Minn. Seattle, Wash. 





Ceoristine Bidg. 
Montreal, Cas. 








PATIENCE 


(Continued from page 47) 


Some of the prices that are being made in this market 
on staple goods are utterly ridiculous and a reflection on 
the intelligence of the jobber making them. 

“We would be interested in having your views con- 
cerning the possibility of another devastating war as 
expressed in the last paragraph of your letter. Do you 
refer to the activities of Mussolini or the failure of the 
various nationalities in the new European states to com- 
pose their differences ?” 

The other letter follows: 

“Your market letter of April 5th received. I wish to 
thank you for remembering me with these very impor- 
tant letters of yours. You ask for my frank opinion. 
In the first place, I must confess I do not agree with this 
particular letter. 

“In paragraph one, might not one ask if it does not 
show a considerable advance in the intelligence of people 
generally if they are able to take an interest in the 
growth of the fundamental industries and show their in- 
terest by their desire to own even a small part of such a 
company which is proving its ability to grow with the 
country and to produce earnings commensurate with the 
service to the public. 

“Formerly, people in general did not have enough 
money to buy even a few shares of stock in any of the 
first-class commercial organizations of the United States, 
whereas now almost everyone has enough to buy at 
least one or more shares of some one company which 
they have probably heard about throughout their lives 
as being one of the leaders in some form of American 
industry. 

“Undoubtedly there are people of dubious character 
who take advantage of this kind of situation and ma- 
nipulate prices in certain things to ridiculous values, but 
every step forward must be taken at the risk of making 
some mistake. 

“In regard to paragraph two, instead of the invest- 
ment market being the chief threat to business stability, 
because it diverts capital from other and more solid 
channels of use, is it not rather more true that business 
could never have grown to its present size in this country 
if our financial system did not admit of obtaining large 
amounts of money from the public generally? Further- 
more, even slight investigation will show that all of the 
money which is flowing into the stock market is being 
loaned by corporations themselves who have more money 
than they know what to do with, and who are naturally 
offering it where it will bring the largest returns. Of 
course, one can raise the question whether corporations 
who have such large amounts of money should not be 
required by law to submit the surplus to the stockholders 
in the form of dividends, but any such attempts in the 
past have been howled down by the charges of socialism. 

“In regard to the third paragraph, referring to ad- 
vertising, it is true that even today the conveniences of 
daily use would not be so generally available if large- 
scale production had not been made possible by the use 
of national advertising. There is always the question 
as to just what sort of an appeal should be made to a 
buying public, and there is room for honest difference of 
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opinion. Nevertheless, those forms which year in and 
year out succeed in widely distributing a certain depend- 
able article at a fair price certainly cannot be charged 
with deliberate falsification, even where two or three 
manufacturers put out a product of the same quality, 
no one has yet been suggested to stop them from crying 
their wares in public. 

“In regard to price cutting, I approve more of this 
paragraph than most of the others. However, it seems 
to me that the meat of the nut, as far as this question is 
concerned, is that no business man, whether large or 
small, should deal in anything or do anything unless 
he can make a profit on it. Even large distributing or- 
ganizations who were in the habit of putting out some 
evident bargain as a bait to haul in customers for their 
merchandise are already arriving at the conclusion that 
this sort of thing is not to their best interests. 

“The sharp decline in the volume of construction 
awards, as mentioned in your last paragraph, seems to 
have already changed as per the last report of S. W. 
Straus & Co. While this paragraph was correct at the 
time it was written, yet later reports show an increase 
in the volume of construction awards.” 

Another circular that comes to my desk is from the 
Commission on Industrial Inquiry of the National Civic 
Federation. Here is an extract from this circular: 

“After a full century of our national life had passed, 
Congress enacted the Sherman Law in 1890 because of 
the development of new and larger forms of industrial 
organization. This law declared the policy of the Fed- 
eral Government to be that every contract in restraint 
of trade is unlawful and a criminal offense. 

“The language of the Sherman Law was necessarily 
broad. It required judicial interpretation in order that 
business and industry might be advised as to how far, 
if at all, the law made practices unlawful, the legality 
of which never before had been challenged. Nearly forty 
years of interpretation have not made the law clear. The 
statute has placed upon the courts the duty of trans- 
muting an economic theory into a rule of law and has 
placed upon business the burden of justifying the legal- 
ity of many phases of its everyday conduct, however 
economically sound they may be. 

“The present situation was inevitable. We find, in 
the courts, decisions difficult, if not impossible, of recon- 
ciliation ; in the Government, the exercise of dangerously 
arbitrary power in administering a variable criminal 
law; and in the business world, uncertainty as to the 
legality of everyday business practices and a fear re- 
straining men from engaging in lawful enterprise lest 
their acts may ultimately be held to be unlawful. 

“In an effort to clarify the difficult situation in which 
business.men, workers and the courts found themselves, 
Congress began to enact, in 1914, supplementary ‘anti- 
trust’ legislation. The Federal Government granted, to 
agricultural market associations, banks, export associa- 
tions, shipping companies, insurance companies, tele- 
phone and telegraph companies and railroads special per- 
mission to engage in activities which otherwise would 
have been unlawful. In each of these instances some 
Federal supervisory tribunal or regulatory commission 
has been charged with the general oversight of the au- 
thorized arrangement and with the protection of the 
public interest. The Sherman Act itself, however, never 





Double 
Sales-— 


Rixson Friction Stay 
Holds hinged in-swinging windows, 
transoms, etc., in any position. 
Opens 180° when trim permits. 
Maximum friction surface. 





Rixson 
Olive 
Knuckle 


Hinge 


Distinctive 
French design 
made commer- 
cially practical 
for general use, 
—on hospital, 
hotel, apart- 
ment house and 
residence jobs. 














See e EES 


ANY 
with 


customers for one item can be sold two, 
. ’ 
the merest persuasion on the salesman’s 


part. Suggest Rixson, Friction Stays to your next hinge 
customer. The chances are he has overlooked a place 
where they’re needed. Let a buyer for door hardware 
know that Rixson Olive Knuckle Hinges take an ex- 
cellent paint finish to match interior trim—and are 
priced within his reach. 


Write for details or, see our 
Catalog in Sweet's 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, IIl. 
New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 
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Builders’ Hardware 


Overhead Door Checks Casement Operators & Hinges 
Floor Checks, Single Acting Concealed Transom Operators 
Floor Checks, Double Acting Adjustable Ball Hinges 

Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 
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ACME ccc crea re 

Since every modern housewife is strongly 
interested in everything that relieves her 
from kitchen drudgery, keep empha- 
sizing the 5-minute, easy-turning 
features of the ACME All-Metal 
Freezer. Retail at: Bright Gal- 
vanized, 2-qt., $1; 2-qt. and ee 
Enameled or Galvanized, a 
and $2.25; pint — Jr., 















140 BROADWAY, NEW YORK NY 


BUY FROM YOUR JOBBER 


The Best Known Line of Fire 
Equipment in the World 


PYRENE MFG. 
COMPANY 


NEWARK, NEW JERSEY 
Branches: Atlanta Chicago 
Kansas City San Francisco 
Makers of Fire Equipment 
since 1907 
and Pyrene Tire Chains 








The Most Complete Line 
on the Market 








REZNOR MANUFACTURING CO., MERCER, PA. 



























Robertson “Horseshoe Magnet” Hammer 


The best permanent magnet hammer on the market. 
A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 





THE HAMMER 
HOLDS 
THE TACK 














Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 

















has been amended nor repealed, and it still remains in 
full force and effect, in so far as it deals with that 
portion of American industry and commerce, which has 
not been the beneficiary of subsequent statutory enact- 
ments, 

“In the light of this historical record, not merely have 
the uncertainty and vagueness of the law caused wide- 
spread fear but the intrinsic soundness of the policy 
enunciated by the Sherman Act has become subject to 
renewed challenge. The obvious advantages which have 
accrued to many classes of our people from the exis- 
tence of industrial organizations formed since the World 
War have not only allayed the fears of big business 
prevalent in the last decade of the nineteenth century 
but have developed an affirmative and entirely new 
public attitude toward such combinations and large- 
scale productive units. In addition, the chronic distress 
of the coal industry, the long continued depression in the 
textile industry, the waste of irreplaceable natural re- 
sources in the petroleum industry, the disorder among 
the smaller competing units in other industries, and the 
uncertain status of organizations of labor are unmis- 
takable signs of the need for a reconsideration of the 
whole problem of large-scale cooperative organization.” 


Sympathy Means Power 


ONESTY, industry, intelligence, determination— 

these are truly assets of the greatest value to 

every aspirant for business success. Yet it is 
never wise to assume, as some seemingly do, that by 
themselves they are guarantors of success. 

Other assets need to be added to them, and in especial 
the asset of sympathy, of sincere and hearty fellow- 
feeling. 

To dispense with sympathy in one’s business activi- 
ties may not be to court outright failure. There are 
exceptions to every rule. It is a matter of commonplace 
observation that some notoriously hard, cold and un- 
sympathetic business doers have won their way to the 
front. 

Yet it may reasonably be questioned whether even 
they have succeeded as fully as would have been possi- 
ble to them had they possessed the precious quality of 
sympathy. Certainly, as between two men of equal 
ability but differing in their attitude to their fellows, the 
more sympathetic of the two may invariably be counted 
upon to,progress the more rapidly and farther. 

It is possible to say more than this. 

Since business doing is essentially a matter of human 
relationships, it happens again and again that men in- 
ferior to others in point of native talent outdistance 
those others, thanks entirely to the good-will which their 
greater degree of sympathy creates. 

And now, assuming that one has to acknowledge de- 
ficiency in sympathy, must one necessarily go through 
life under this handicap? By no means. Sympathy is a 
| virtue preeminently susceptible of development. 
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Coming Conventions 


AMERICAN STEEL AND Heavy HARDWARE ASSOCIA- 
TION CONVENTION, Washington, D. C., May 21, 22, 23, 
1929. Headquarters, Hotel Washington. B. R. Sack- 
ett, secretary-treasurer, 503 Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May 7 and 8, 1929. 
L. P. Biggs, secretary, 815-816 Southern Trust Build- 
ing, Little Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CON- 
VENTION, Blowing Rock, N. C., June 11, 12, 13, 1929. 
Headquarters, Mayview Manor. Arthur R. Craig, 
secretary-treasurer, Charlotte, N. C. 


LouISIANA RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Mansfield, June 10, 11, 12, 
1929. Guy Nason, secretary, Starkville, Miss. 


METAL BRANCH OF THE NATIONAL HARDWARE As- 
SOCIATION OF THE UNITED STATES CONVENTION, De- 
troit, Mich., May 16 and 17, 1929. Headquarters, Stat- 
ler Hotel. George A. Fernley, secretary, 505 Arch St., 
Philadelphia, Pa. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles 
H. Casey, manager, 2344 Nicollet Ave., Minneapolis. 


MissourI Retail HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisiton, New Hotel Jefferson, St. Louis, 
Jan. 28, 29, 30, 1930. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 


MississippPI RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, Gulfport, June 17, 18, 19, 1929. 
Guy Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PuRCHASING AGENTS 
ConvENTION, Hotel Statler, Buffalo, N. Y., June 3, 4, 5, 
6, 1929. B. W. Hall, assistant secretary, 11 Park Place, 
New York. 


NATIONAL RetatL HarpwareE ASSOCIATION CON- 
Gress, Oklahoma City, Okla., June 24, 25, 26, 27, 28, 
1929. H. P. Sheets, managing director, 915-935 Meyer- 
Kiser Bank Bldg., Indianapolis. 


SEVENTH ANNUAL Out Door LIFE EXPposITION AND 
Motor Boat SHow, Chicago, IIl., May 6-11, 1929. 
Coliseum. Milo E. Westbrooke, managing director, 1042 
Transportation Building, Chicago. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociaTION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15, 16, 1929. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 


Texas HarpWARE JoBBERS ASSOCIATION CONVEN- 
TION, Galveston, July 12, 13, 1929. Headquarters, 
Buccaneer Hotel. LeRoy B. Everett, secretary-treas- 
urer, Post Office Box 117, Houston. 

















PRISM BINOCULARS 


RACE, FIELD and SPORT GLASSES 
IN GREAT VARIETY (2-H) 
Any of the following Catalogues or Booklets may 
be had by the trade on application. 
3. LEMAIRE Prism, Race & Field Glass Catalog. 


4. LEMAIRE Binocular Booklet. 
5. LEMAIRE Race Glass Booklet. 
11. BUSCH Binocular Booklet. 

12. BUSCH Field Glass Booklet. 


13. BUSCH Multinett Sport Glass Booklet. 
14. BUSCH SELSI Field Glass Booklet. 


19. COLMONT Binocular Booklet. 


20. COLMONT Field Glass Catalog. 
20. COLMONT Field Glass Catalog. 
23. MEGAPHOS Binocular Booklet. 


Sussfeld, Lorsch & Schimmel 
153 West 23rd Street 


New York City 

























A Saw That Sells! 


Why? Because SKILSAW, 


the original electric hand 


saw, has those features of SAFETY, SPEED, POWER, 


ACCURACY, DURABIL- 
ITY and PORTABILITY 
in sawing that appeal 
to your customers. SKIL- 
SAW—the “best seller’— 
gives you a quick turn- 
over — 5 S a year. 
That’s why it pays you to 
get acquainted with 

SKILSAW. e 


4 


SKILSAW performs 
any operation in 
sawing wood. lit 
will prove to be a 
profitable and eco- 
nomical saw for 
your customers 
SKILSAW is made 
in FOUR sizes; 
that means FOUR 
models to sell—and 
there are profits for 
you in every model. 
Get your share— 
other dealers are do- 
ing 


SKILSAW we 
Dept. D 
3317 Elston Ave. 
Chicago, Il. 


Write today for information about our three-machine 
display stand. It will help you to sell— 





SKILSAW 
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Hi | i 
WHEN CUSTOMERS 


BUY 
ATLAS TACKS 7 
€. SMALL NAILS [77 


THEY REMEMBER 
WHERE THEY BOUGHT 
THEM ~~~ ~~~ EVERY 
TIME THEY USE THEM 








ATLAS TACK CORPORATION 
_ Fairhaven, Mass., and St. Louis, Mo. 


The New Heller 
Merchandise 
Cabinet 


Wall Display 
Cabinets Increase 
Sales 


Here is a _ real profit 
maker for your store! A 
tireless worker for you, 
scientifically designed to 
better your sales. 


Low priced articles dis- 

played in the New Heller 

Merchandise Cabinets at- 

tract customers, but the 

impressive display of 

high grade merchandise 
on the cabinet doors—just on the level of the eye—impels them 
to buy the latter. Result—more profit for you! 


No wonder the New Heller Merchandise Cabinets were the talk 
of the hardware conventions. No wonder stores all over the 
country which have already installed the New Heller Mer- 
chandise Cabinets are reporting increased sales! 


Send the coupon for full information. 


HELLER 


Business Building Store Equipment 
W. C. HELLER & CO. 


706 Bryant Street, Montpelier, 
Ohio 


W. C. Heller & Co. 69-4 
Montpelier, Ohio. 

I want to know all about the 
new Heller Merchandise Cabinet. 
I understand this does not obli- 
gate me in any way. My name 
and address appear in the mar- 
gin helew 

4 


25-29 


New York Office, 20 Vesey 8&t., 
Suite 500 


Write name end address in margin below 


Your sales of 
Superior Hex- 
agonal Netting 
can be materi- 
ally increased 
by suggesting 
this evenly 
woven and 
heavily galvan- 
ized product for 
various uses. 


The Netting with the 
Rooster Label 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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Every woman wants 


Decorative 


Moore Push-Pins 
a after she sees 


“ey — their bright colors 


i 
Glass Heads—Steel Points 
For Pictures, Wall Decorations, 









La 
3 for 10c. Draperies 
4 Colors 
Rose, Amber, Blue, Green 
Gilt Decorations 
3 Sizes 
sar Our Style “W” Assortment contains 


48 10c blocks 


Attractive Discounts 








Your Jobber can supply you 
MOORE PUSH-PIN COMPANY 


Wayne Junction Philadelphia 





























Demand Proves That A Better 


BOTTLE CAP 


Is Wanted In Packages 


i of bottle caps know the importance of cleanliness 
and a perfect seal. That’s why Pyramid Caps are so pop- 
ular. The famous ‘‘cushion seal’’ guarantees against leak- 
age or spoilage. 


Pyramid Caps are laboratory tested and include all the 
modern improvements in bottle cap manufacture. 


A new paraffin coating keeps cork soft and pliable. There’s 
no other cap like it--anywhere. 


Supply your trade with a better standard of quality. 
Offer them Pyramid--the world’s safest seal. 


Costs more--and worth it! 


HOME USE 
Brand-the Stan- 
dard quality Bot- 
tle Cap--outsells 
any other brand 
on the market. 


The familar Pyr- 
amid package is 
the finest on the 
market, and al- 
ways popular. 

Write for samples 


New Low Prices. and prices. 





THE CROWN CORK & SEAL CO. 


The World’s Largest Bottle Cap Makers 
Baltimore, Maryland 











Springtime Is 
PROFIT TIME 
on ALLITH 


Garage Door Hardware 


Every new house or apartment 
is a new market for garage door 
hardware, because garages are 
almost as indispensable as living 
quarters for today’s fast travel- 
ing population. 


That means, too, garage doors 
have to work—quickly and 
surely. 


The hardware to accomplish 
such a result must have the 
ability to stand up under rapid 
action abuse. This can only be 
provided by proper design— 
first quality material—good 
workmanship and thorough in- 
spection in its manufacture. 


Allith hardware has always been 
made to give a perfect perform- 
ance under just such conditions. 
And its long life—in daily use 
—gives the user the kind of 
satisfaction he expects and de- 
mands for his money. 


There are types of Allith hard- 
ware to suit all needs and purses. 
You can readily get your share 
of the spring business with 
Allith Garage and Door hard- 
ware. Shall we send you the 
latest catalog—No. 97? 


Allith-Prouty Company 
Danville, Illinois 


Manufacturers of 


Fire Door Hardware 
Overhead Carriers 


Garage Door Hardware 

Rolling Ladders 

Door Hinges Door Hangers 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 
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IVER JOHNSON 


Bicycles 
Velocipedes and Juniorcycles 


Dealers who can see the advantage of sell- 
ing America’s finest bicycles and veloci- 
pedes are requested to write for our attrac- 
tive proposition B. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Chicago San Francisco 


New York 
108 W. Lake St. 717 Market St. 


151 Chambers St. 


MASTER PLIERS 


Unbreakable— Guaranteed 


HE powerful compound te design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities 
of Master Pliers. Order from your 
jobber. 


MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 














STRATTON: 


Stratton Mfg.Co., Stratton, Maine 








“IVES” Patent Ventilating Lock 


Menafecterers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 


Showing Window Showing Window 
Closed. Open. 








ERS CUSHION TIRE 
\ STORE LADDERS 






































—+—H Insure perfect —* service for any 
] line of merchandise. Deep tread steps, 
= properi ced, with convenient full 
Aa ag ids on “ye 4 — of 

adder perreit mounting or descendin: 

pd my Both hands free to omen” 
lace stools without danger of fall- 

Ing. Cushioned 1 Tired Trolley and Truck Wheels elim- 


inate t vibration. Erection as simple 
sh. Br Cc. Wtliee email @mall space. Make 2 top shelves 
safely available kc One style— 
neat of desi dulieek ony height ceil- 

ing. Thousands im use. Cireular on request. /) 


m FE MYERS & BRO.co. 
ASHLAND, O10. 
PUMPS-WATER SYSTEMS- HAY POOLS - DOOR HANGERS 











~ 

















The Only All Hot-Dip Galvanized 
Underground Garbage Can 


SET? rw Pe 


WEE EL 
Concealed Cans} 


WITT quality, popularity, guarantee and na- 
tional advertising are tremendous. advantages 
in the sale of Cans and Pails. 

Ask your jobber—or write. 


THE WITT CORNICE COMPANY 
Can Specialists Since 1899 
Winchell Ave. Cincinnati, Ohie 


Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


Line of Better Pipe Tools 
This 3-wheel Barnes type is especially 
adapted to work where the cut- 


ter cannot be revolved en- 
tirely around the 
pipe. 





Bodies of Certified Malle- 
able Iron—Pins of a 
hardened tool steel. ee ; 
of special Allo: Tool 8 Steel 
—Improved nife Blade 
Design — Cut faster, last 
longer. 





Write for 
Catalog 
P-10 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. 8. A. 


Every builder 
can use a 
Starrett Lev- 
eling Instru- 
ment No. 101C. 
Light, simply inimatienetenil, and 
priced for volume sales. 
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NON-POISONOUS 


WEED KILLER 
In the Handy Duster 


Feature this attractive counter carton and window display, 
and tie in with the national advertising campaign new running. 


Quick turnover. 


—good 
yyy I shake © peatered weed killer from the perforat 


tainer 
— *helds. 


weeds to kill all vegetation in paths, am. 


ete. 
Sells o— A remarkably effective weed killer. Repeat 


Write today for prices end literature. 


Chipman Chemical Engineering Co. Inc. 


BOUND BROOK, N..J- 








MOE’S LINE — 


Here is Moe’s new “Big Boy” poultry feeder, 
made especially for growing pullets and full grown 
hens. 

Holds 75 lbs. of dry mash and has 34 féeder holes. 
These feeder openings are exactly the right size 
and shape, and correctly located to prevent waste 
and yet give easy access to the feed. 

One of many popular items in “Moe’s Line.” A 
high grade line of supplies—Often imitated but none 
quite so good! Write for Catalog and prices. 





























Divevstlentlll hin 


ay 


ell 


nit 


Pistor Es 5 


“Breathes there a boy with soul so dead” to 
whom a real gun he can stick in his belt or 
carty in a holster doesn't appeal? 


Kenton blank cartridge pistols are made in 
exact replica of the finest and best in real fire 
arms, make a real pistol report and are just 
what every red blooded he-boy delights in 
owning. 

Three sizes, two finishes, which you can retail 
at 25c. to $1.25. Special counter displa se) 
every order—write today for price list and cata- 
log of the complete line. 
























































2305 Davis St. 





North Chicago, III. 
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“No More Waste” 
Says the Dealer— 


Because Sun-Red Edge Screen 
Cloth comes in complete rolls 
of 100 feet. Self-measured, no 
waste, no loss. All standard 
meshes, full line—AluminA, 
Black Painted and Copper- 
Bronze. Write for details and 
selling helps—among them a 
fine window-trim. 


TRADE MARK REG.U.S. PAT. OFF. 


REYNOLDS WIRE CO. 


DIXON, ILLINOIS 


“The Red Edge 
is My Guide” 
Says the Customer— 


The bright red line, the Sun-Red 
Edge, is a protection to the buyer. 
He is getting a product of unques- 
tioned value, made by a house of 
experience and responsibility. It is 
self-measured, easier to Cut and use. 
The Red Edge also prevents rust 
under nailing strips—the surest 
reinforcement. : 


LL OE TLL TT LE IEEE ITED OTE II NA ISTE EEE OIE a RR 
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Now, You'll Agree With Us 


That announcement about the new Millers 
Falls line of planes in the March 14 issue 
was big news—wasn’t it? 


Did you write for your copy of the catalog? 
If not, you’d better do it today, and get all 
the details. 


MILLERS FALLS COMPANY 
Millers Falls, Mass. 


Osborne High Grade Punches 


Belt Punches Arch Punches 


Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’. Trimmers’ and Upholsterers’ apd Plumbers’ 

The above toole will please your customers, ae well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
ft = aa only skilled workmen and use the 
finest quality of materials 


We setand back of every tool we make. Try us 


Write for Catalog. 


C. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 











SINCE 1860 


GRANITE STATE 


LAWN MOWERS 
TRIMMERS and EDGERS 


have made friends with users and dealers. 
Get your display ready. 

Best since 1860 
Granite State Mowing Machine Co. 


HINSDALE, N. H. 
See Our Line in Hardware Age Catalog 


MARVEL RACK No. 500B 


To be used on a counter 


The above cut shows one of the 14 models for displaying 
and handling Wire Cloth. 


MARVEL RACK MFG. CO. 


125 West Grant St. Minneapolis, Minn. 
Send for catalog. 








SL ONSTRUCTION 


the new SNELL Construction Bit 


Fit s Snell R the machine for, that bit of 
tough wood Snell Bits sre designed for 
a > ~celie— siemens. 


Write today for catalog. 


iT 


SNELL eagproereaes COMPANY 
Fiskdale, Mass. 


Sales Representatives: Johm H. Graham & Co., 
113 Chambers S8t.. New York City. 











lof 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 








ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
A A A 
Sponsored by 
JOHANESON, WALES 
& SPARRE, INC. 
Importers 
162 Chambers St., 
New York City 


Tel.: BAReclay 0844 





SAMSON CORD Nes WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


Pr Tasee wie terteckese rites lates tasttietartia 
“There IS a Difference in Sash Cord 
COTTON TWINES 


ll 


OTHER BRAIDED CORDS - 


Send for catalogue, samples and selling information 
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Hinged Malleable 
Pipe Vise 

A very popular item in _ its 
Oswego line. Made in six sizes to 
take pipe up to 4%”. A vise that 
will stand the gaff. 

THE OSWEGO TOOL COMPANY 
Oswego, N. Y. 

















HARDWARE 


For Screen au, 


Phenix Hangers nd Pai 
Fasteners are the =! pay 
made and best 
planned on the mar- 
ket. Superior quality 
= ‘and construction of 
Phenix products in- 
sure practically a life- 
time of service. We 
make everything for 
screen windows, 
Hangers, Fasteners, 
= etc. Send for prices. 


Phenix Manufacturing Co. 
032 Center St. Milwaukee, Wis. 





Scre nc 


Sell on Sight/ 


[heir Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal . 


Templeton. Kenly & Co 


im plex Lever Jacks 
Pipe Pushers 

and Trench Braces 

have been famous 


Chic: apo Il U.S.A for Years 


One of the products Vie. 


1 Wi 

M for Men ith the makers “Me a- 

. : . mous “Wolves of Lenog’’ 

Vise-Like Grips! weit soo bieace, “Write 

Made of one forging from a te =~ 4 for your copy of ‘“‘The 

special analysis s' hardened Fie of the Wolves of 
stand wrench or strain witht chipping = 

bending—‘‘Lenex”” handles cannot come 


Attractively ditionally guar- 
teed—absolutely the finest screw 


an 
driver on the market—priced to give dealers 
al 


real profits. 
Give them a display and they’ll do their 
own selling. 


"The Tools in the Plaid Bow 


AMERICAN SAW & MANUFACTURING COMPANY 
Springfield, Mass. 
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Fig 1062 Fig. 1809 Fig. 536 Fig. 50 
MANUFACTURING PUMPS 
EXCLUSIVELY SINCE 1880 

Deming 
SALEM, OHIO 


A COMPLETE LINE—A PUMP 
FOR EVERY PUMPING NEED 


vi ef 


Fig. 516 Fig. 1444 Fig. 2085 Fig. 125 Fig. 1531 








Show Case Spring 
Hinges 
Very Popular Right 
Now. for Doors of 
Milk Receiving 
Cupboards 
Laundry Chutes 
Linen Cupboards Me. 168 
Full size is 
2” x 1%” 
IN RESIDENCES AND APARTMENTS 
MADE IN BRASS OR STEEL METAL 


“Orders Cheerfully Accepted” 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 








Known and Trusted 
for their unfailing 
accuracy — 

IBS 
DROWN & SHARPE 
» 7. 

Toots 


“World's Standard of Necuracy”™ 


Satish i: 
Customers 


Profitable 
Sal 


hester, Conn. er-t32 
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JUNE 





With its 
Gift Problems 
Is Nearly Here 


oe ar ed —_ and Sweet 
° irl Graduate will expect frac- 
A F ew Gif t tical gifts this year. The trend 
towards useful gifts is steadily 


S uggestions growing stronger. 


For the Bride For the Girl Graduate What is more practical or useful 
Vacuum Cleener . Cashing Iron than electrical articles? Make this 
state oe fe suggestion to the puzzled gift shop- 
Refrigerator Heir Dever pers and note how eagerly they seize 
it, especially if you have a well bal- 


Toaster Boudoir Lamp g 
Electric Washer Combination anced stock of appliances to show 


Dish Washer Clock and Lamp them. a 
Electric Cooker Combination Keep your stock up to daté: there’ 
Iron (large) Grill and Lamp are always desirable new items that 
Percolator . Iron (small) will meet with popular approval. 
Sewing Machine Chafing Dish Advertise lists of appliances suit- 
Floor Lamp Grill able for gifts, make attractive 
Table Lamp Waffle Iron window displays with the June 
‘Bride and Girl Graduate touch to 
gain the gift shopper's attention. 


Electrical Goods Section will keep 
you posted on all that is new and 
desirable in appliances.. Remember ; 
also, that its editorial pages contain 
many merchandising Innts, illus- 
trations of displays and other fea-’ 
tures that will help you increase 
your electrical sales in a/] seasons. 
Prepare now for June. 




















‘Electrical Goods Section” 


Hardware Age 


239 West 39th St. New York 








ANY WOMAN 


oes anything 
a little 


ELECTRIC 
MOTOR 


IS WORHING FOR 


oc AN HOUR! 
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Frederick MacMonnies’ 
‘**Nathan Hale"’ 

City Hall Park, 

New York City 


LEADERSHI 


in design and in construction is recog- 
nized throughout the industry; for 
example... Because of its unusually 
long active-service life The Hoover 
commands a higher re-sale value than 


other electric cleaners. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ont. 
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CLYDE JENNINGS, Editor 


—~——— 


APRIL 25, 1929 





~— 


The Value of a Woman’s Time 


E read and hear much about the rapidly in- 

\ \ creasing value of time, whether employed in 

productive labor, given over to recreational 
purposes or used for educational work—that present 
day demands require that we should make the most of 
every moment and avoid unnecessary or unprofitable 
movement. 

The steadily increasing wages of people employed in 
industry has come despite shorter hours, because work- 
ers are more efficient. Weekly wages have increased 
sharply and wage per hour even more so. The same is 
true with the employed household labor. Servants of all 
kinds receive a larger wage than 
in former years and they work 


The steadily decreasing cost of electrical current, the 
lower first cost and increased efficiency of electric ap- 
pliances are slowly and surely degrading the value of 
this woman’s time and health. Her husband works in 
a shop where his employers, in order to guard his 
health and conserve his strength and increase his effi- 
ciency, have supplied for him hundreds of dollars’ worth 
of equipment. They have placed the energy supplied by 
electric motors at his command so that he can do more 
and better work in less time. 

In the main, it seems that this valued lesson has been 
lost as to the home woman. If she goes to work in a 

factory, she works with a 
powered sewing machine. In an 








fewer hours. 

With the housewife—unless 
she works with complete elec- 
trical equipment—the situation 
is quite reversed. If she tries 
to keep up with the modern de- 
mands upon herself, her house- 
hold and her family and still 
work with brooms, washboards 
and similar equipment, her 
hours are longer and the work 
harder than ever before. The 
demands of a higher standard of 
cleanliness, the greater variety 
and value of foods, increased 
cultural demands make increased 
demands upon her strength and 
time. 





Electrical Goods Section 





office she has an abundance of 
light, fans, proper ventilation, 
powered adding machines and 
other equipment. In her home 
she will struggle along with 
equipment of the last generation 
and tax her eyes and slow up 
her work by an infinitesimal sav- 
ing on light. 

There is, we believe, a marked 
lack of appreciation of the 
value of a woman’s time in the 
home. It supplies a disgraceful 
contrast with industry and is a 
much overlooked point by those 
who are selling the modern elec- 
tric home equipment which will 
give the home woman command 
of her time. 
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B. Sherrod goes to visit customers 


ROFIT from the sale of any 
Pi. or featured line of ap- 

pliances is not measured so 
much by the volume of business done 
in that line, but in the ratio of sell- 
ing costs to amount of sales. Con- 
sidering the subject upon that basis, 
Sherrod Bros. Hardware Company, 
Lubbock, Tex., is making a wonder- 
ful showing with electric refrigera- 
tors. 

Some time ago this enterprising 
Texas Panhandle hardware firm 
added a line of electric refrigerators 
to its housewares department. It 
did not attempt to sell the line until 
it was properly stocked and provis- 
ion was made for featuring it prop- 
erly. During the first month after 
the firm began making an effort to 
sell refrigerators, it closed deals for 
11 units. 

The new electrical line has been 
selling about as well each month 
since. “The only reason we do not 
break that first month’s_ record 
often,” declares B. Sherrod, one of 
the owners, “is because we can’t 
get enough units to fill our orders. 
We were agreeably surprised at the 
comparative ease with which we in- 
troduced the line.” 

It may be true, as some experts 
point out, that the merchandising of 
electric refrigeration is a highly 
specialized job and should be under- 
taken only by men who have trained 
themselves and organized properly 
to handle the business, so far as the 
larger cities are concerned; but the 
experience of the Sherrod store 
proves conclusively that so far as the 


Electrical Goods Section 


Introducing Electrical 


B. Sherrod of Sherrod Bros. Hardware Co., Lubbock, 
Tex., tells how his company made actual profit on 
refrigerators from the start in a town of 11,000 popu- 
lation—Chief points are to have machines ready for 
installation and to pick likely prospects 
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Forget drain pipes 


oe ee 





statement relates to the smaller 
cities, it is rather off, to say the 
least. 

The Sherrod store had no man 
who was a specialist in electric re- 
frigeration when it added to the line, 
and it did not hire a_ specialist. 
Furthermore, it did not import a 
specialty man nor does it contem- 
plate ever doing so. 

In other words, the firm brought 
the new line into its store, made a 
place for samples where they would 
be conspicuous, secured all the data 
the factory could furnish and passed 
this out among the employes, en- 
couraging one man to fit himself 
especially to handle the line (because 
he had more interest in electrical 
lines in general than the rest of the 
employes), and the using only its 
regular sales facilities, went after 


electrical refrigeration business. 
And got it. And still is getting it. 
All Sherrod salesmen work on 


straight salary, and the man who is 
making a special effort to push re- 
frigerators gets only his regular 
salary for selling them. The only 
extra cost entailed in selling the 11 
electric refrigerators during that 
one month and the many other ma- 
chines since is the capital invested 
in stock. No men have been added 
to the staff, and sales in other lines 
do not reveal any neglect. Naturally 
a sale under such circumstances 
means a real profit. 

How this Texas store sells electric 
refrigerators is so simple that any 
enterprising hardware merchant can 
duplicate it. 

“When you talk to a_ prospect 
about a machine,” points out Mr. 
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Drain pans unknown 
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Refrigeration with Profit 


Sherrod, “the common reply is that 
she is interested and wants one 
sometime. The logical reply is that 
the right time is now. But you can’t 
stress that point too much if you 
don’t have in stock a machine to 
install right now. We were able to 
make many sales which we probably 
would otherwise have lost by selling 
the sample on the floor. If the cus- 
tomer had been told that we would 
have to order the desired model from 
the factory, she might have decided 
to wait awhile longer before buying, 
since we could not fill her order 
right now, anyway.” 

Getting stocked properly, the store 
then connected a machine in one of 
its show windows and kept it in 
continuous operation, with ample ex- 
planation cards to interest prospects. 
Another model was similarly con- 
nected and operated on the sales 
floor. It was located in such a po- 
sition that most women who entered 
the store saw it and could examine it 
with ease. 

The man designated as the ‘“‘spe- 
cialist” watches the sample on the 
floor and as people examine it he 
goes over (if not busy in some 
other department) and explains the 
outstanding features. Much of this 
explanation is elementary, because 
many persons amply able to buy an 
electric refrigerator do not know 
anything about its operation. With 
the explanation, the man hands out 
two or three booklets. 




















Ready for the bridge party 


He does not try to crowd the pros- 
pect into a sale but questions her 
closely enough to ascertain to what 
extent her interest runs. If he finds 
that she is not a prospect right now, 
he does not try to force an appoint- 
ment, leaving in the prospect’s mind 
the feeling that she can come back 
and examine the machine at any 
time without being rushed to buy. 

On the other hand, when he be- 
lieves from his talk with a prospect 
that she really can buy a machine if 
she wants it, he works the oppor- 
tunity for all that it is worth. If 
it seems that a talk with the hus- 

















Why think of wet tracks 


band is the next logical step, he 
urges an appointment at the pros- 
pect’s home that evening. 

If the prospect seems practically 
sold but is a little doubtful on some 
point, he offers to install a machine, 
connect it and permit the housewife 
to use it for a reasonable time, so 
that she may see for herself just 
how nice it is. 

“By watching your prospects and 
making certain that they can and 
will buy if pleased with the refri- 
gerator,” Mr. Sherrod explains, 
“there is little to be lost by install- 
ing a machine on approval now and 
then. After all, electric refrigera- 
tion is new, and a prospect has a 
right to demand to see how it works 
before signing a purchasing contract 
at present prices.” 

The store studies a daily .report 











Food keeps longer 


of building permits. These are the 
most logical prospects for electrical 
refrigerators, this firm finds. And 
as the names of new home builders 
come in, they are turned over to the 
man who specializes in refrigeration 
and he makes a personal call. He 
outlines the points which make the 
machine desirable, leaves literature 
and makes an effort to get the pros- 
pect to visit the store and see one 
in actual operation. 

“Our most logical appeal,’’ Mr. 
Sherrod points out, “is on the basis 
of economy. Although an electric 
refrigerator costs _ considerable 
money, it actually is a wonderful in- 
vestment. Taking it from the stand- 
point of ice-saving alone, it will pay 
for itself in a comparatively short 
time, especially in our town, where 
ice sells at 80 cents per hundred. It 
costs the average family from $5 to 
$15 a month for ice here, especially 
in the summer months. 

“There is the point that an elec- 
trical refrigerator not only saves on 
the ice bill but that by constant and 
equable refrigeration at all times it 
excels in preserving foods and there- 
by provides another worthwhile sav- 
ing. Health is another feature 
worth mentioning.” 

The company sells refrigerators 
on the installment plan, making 10 
per cent carrying charge. 


Illustrations by courtesy Holmes 
Products Inc. 
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Radio Means Actual Profit to the 


HAT A MAN! 








Farmer 


Newspaper writer and artist tells why merchants are doing a friendly 
turn in selling sets to rural dwellers 


ECENTLY Orphan Annie pre- 
Ree her friend Farmer Silo 

with a radio receiver. Mr. Silo 
was firm in the idea that he could 
not afford a set, but Daddy War- 
bucks was ill at the Silo home and 
needed entertainment. So Annie’s 
gift served two purposes. 

These happenings were told in the 
continued story of “Little Orphan 
Annie” as drawn by Harold Gray 
and printed in many newspapers 
throughout the country. In New 
York, Mr. Gray’s picture strip (not 
remotely comic but very human) is 
printed in the Daily News. We have 
been following this story with in- 
tense interest and we have been 
hoping that every hardware dealer 
in the country is reading it. 

Since Daddy Warbucks has been 
convalescent from his airplane acci- 
dent, he has been having a continued 
discussion with Farmer Silo on the 
needs of farmers. It was due to 
these talks that the radio entered the 
home. This venture into new farm 
equipment was so successful that it 
was followed by wiring the house 
and barn for electric light. Farmer 
Silo’s remarks on the greater speed 
and ease of doing chores was very 
practical. 

Above we print another chapter 
of this instructive narrative. It sets 
forth one very great benefit of radio 
and also a benefit to the hardware 
merchant who enjoys the farmer’s 
trade. One purchase leads to an- 
other. The radio not only led to a 


longing for more of the modern com- 
forts but it also provided the money 
for them, and Farmer Silo spent no 
time in buying labor savers. There 
is still much to buy, and perhaps the 
radio will supply more surplus funds 
with which to make the purchases. 

Now we turn from the “comic” 
strip to a serious article in the Okla- 
homa Farmer-Stockman for more 
reasons why a hardware merchant 
should convince his farm friends to 
buy a radio receiver. I. W. Dicker- 
son, writing in this paper, says that 
only a few years ago the farm family 
practically hibernated during the 
winter. It was a time which, to the 
farm women especially, was a long 
nightmare of loneliness and discon- 
tent. But now: 

“The telephone with its chance for 
neighborly conversation and gossip, 
its possibilities for spreading quickly 
really important news and summon- 
ing help in cases of sickness or emer- 
gency; the rural free delivery of 
mail in all times except when roads 
and weather are the very worst, with 
its daily papers and better contact 
with markets and news; and the 
rapid development of the automobile 
and better roads, with a chance to 
come and go quickly and easily—all 
these have done a great deal in 
breaking up farm isolation and mak- 
ing farm life more enjoyable. 

“However, it has been radio which 
has really pulled back the curtains 
of isolation and put the farm family 
at once closely in touch with the best 


of everything in the way of enter- 
tainment, education, travel, and re- 
ligion. During the long winter days 
when farm work is slack and the 
weather and roads are the worst, 
radio is at its best; and the farm 
family can sit comfortably before a 
cheerful fire and listen to sermons 
on religion and the better life, talks 
on citizenship and the affairs of 
state, or on science and education. 
Maybe the family tires of one 
speaker or program. If so, a turn of 
the dial will bring music by a great 
violinist a thousand miles away. The 
radio is even greater than the tele- 
phone in annihilating distance. 

“The radio is already one of the 
great factors in keeping the young 
folks satisfied with farm life. Some 
sort of radio entertainment is usu- 
ally available, nearly always good, 
and varied enough to meet almost 
any demand. The radio furnishes 
good dance music, and the only prep- 
aration necessary for dancing is to 
push back the table and roll up the 
rugs. For those interested in sports 
there are the broadcasts of baseball, 
football, and basketball games, play 
by play, and of the scores of all im- 
portant games.” 

Radio also has several practical 
phases of interest to the farmer, Mr. 
Dickerson reports. One is the daily 
broadcasting of market reports. Be- 
fore the farmers had radio, the local 
shipper alone knew of price changes 
of even date and often took advan- 
tage of uninformed farmers. 
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LANDERS. FRARY & CLARK, NEW BRITAIN, CONN 


The New Universal Model 58 Motor- 
Driven-Brush Ball-Bearing Cleaner 


The addition of the New Model 58 to the Universal family of 
cleaners enables you to satisfy every possible cleaner want within a 
single line, complete in every detail. No matter what type of cleaner 
the customer wants, or what purpose she has for it, or the money 
she can afford to pay for it—there is a high quality UNIVERSAL 
Cleaner that fills the bill at a price that’s right. 


Some Model 58 Features 


—A very fast and effective triple vibrating-whisking-sucking cleaning 
action, resulting from a scientifically designed rotary brush working in 
unison with an extra powerful suction. 

—Smooth, quiet ball-bearing movements of both motor and brush never 
require oiling. 

—Attachments made doubly efficient by direct fan hook-up. 

—An unusually attractive appearance that instantly pleases the eye. 

—Quality that gives service—A price that sells. 


Only $39.50 
Attachnients 


$7.00 extra 


Landers, Frary & Clark, 


New Britain, Conn. 


Get a new and profitable lease on the cleaner 
trade with the complete UNIVERSAL Line. 


Super Vacuum 













Pewee - SAL Cleaner 
1g t Suction The finest of its kind— 
Cleaners with patented, self - 
cleaning, thread-picking 
Famous for the nozzle. 
Safety of their $39.50 


Model 42 Cleaner 
High in ——- 


Low in Price. 


Speedy Cleaning 
Action. 









Attachments 
$10.00 extra. 








$29.50 


Attachments, $7.00 extra. 












{ THE TRADE MARK KNOWN IN EVERY | 
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NOW! A UNIVERSAL CLEANER FOR EVERY PREFERENCE 































Buy 


Through 


Auto Vacuum 


tive 


Jobber 


Hand 


Your 


Cleaner 





and effec- 
or cleaning 


cars and all hard- 
to-get-at places. 





$19.50 
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Planning the Modern Display Window 








A current attraction at the Metro- 
politan Art Museum in New York 
is the Eleventh Annual Exhibition 
of Contemporary American Design, 
called this year “The Architect and 
the Industrial Arts.” This year 
all designs shown are arranged in 
room or purpose groups. One out- 
standing exhibit is a modern show 
window, which is herewith illus- 
trated, together with the descrip- 
tion by Eugene Schoen, the design- 
er. A window, such as is described, 
is especially adapted to showing 
articles that can be placed in the 
center space and especially suitable 
for display of percolator sets and 
other attractive electric appliances. 
The photograph and description are 
printed by permission of the Mu- 
seum 


By Eugene Schoen 


show-window design and construction 

is taking care of the proper display 
lighting for various types of merchandise; 
furniture requires different illumination 
from women’s dresses, and small articles 
sometimes require intensification in contrast 
with larger ones in the same window. 

This usually is overcome by adding such 
light-distributing units as may be required, 
but this method is crude and ineffective. 
Provision must be made in advance to take 
care of all types of lighting. 

This has been accomplished in the show- 
window display by means of two vertical 
strips of reflectors on each side at the rear 
of the window, one vertical strip at the 
front on each side, a horizontal trough re- 
flector at the ceiling in the rear, one at the 


- HE principal difficulty encountered in 


floor in front, and well placed spot-lights. 

This apparatus, placed on time switches 
which alternately play on and off, enables 
the merchant to show his goods in a dy- 
namic way, as changing interest plays an 
important part in display. With the use of 
occasional colored lamps as part of the 
lighting scheme, many attractive effects can 
be produced. 

The background, so essential a feature in 
display work, consists of a series of cor- 
rugated surfaces, light in color to enable 
the light from the strip reflectors to cast 
shadows, which have a tendency to give 
line and surface value to the background. 
The intense light at the rear of the display 
also has a tendency to neutralize the reflec- 
tion effects of daylight in the plate glass 
of the show window. 
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Cool Breezes Stop the Fat Man 


Corpulent individual with coat on arm enjoys Merchant's sidewalk display 





HERE is one picture of effec- 
tive fan merchandising that 
remains vivid in the mind of 
the writer. It was intensely dra- 
matic, although entirely unplanned. 
Picture to yourself the sunny side 
of a paved, city street on a hot spring 
day. A corpulent, red faced, well- 
dressed man slowly making his way 
up the street with his coat on his 
arm and looking completely uncom- 
fortable. Without observing it, he 
comes within the range of a 16-in. 
oscillating fan that a merchant had 
placed without his store door. 

The corpulent man stops, looks 
kindly on the fan, maneuvers him- 
self into a position where the breeze 
is unbroken by the fan’s movements 
and extends his arms. After a mo- 
ment he smiles on those who stop to 
look. 

Part of the crowd is amused. 
Some laugh aloud and others look 
sympathetic. The latter evidently 
had not discarded cold weather cloth- 
ing and were as uncomfortable as 
the chief comedian in the playlet had 
looked a few moments before. The 
crowd kept growing and the fat man 
and the fan were the center of a 
large interested group. 

Deliberately the chief comedian 
drew a handkerchief from his pocket, 
quite deliberately wiped his high 
forehead, face, inside his collar and 
hat band, put back the handkerchief 
and walked into the store. Two or 
three of the spectators followed and 
the rest of us went our several ways. 

This involuntary playlet has since 
seemed to the writer to be a climax 
of fan merchandising. It is a direct 
action suggestion. 

Fan publicity has always been on 
a basis of reverse psychology. The 
pictures are of bathing girls posed 
for diving from an imaginary rock 
on the beach, Zeigfeldian guests on 
private yachts and others who do 
not need fans. The idea is that the 
persons so unfortunate as not to be 
able to spend all hot days on yachts 
or beaches will set up an imitation 
of such conditions . 
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‘and then heads for store 


A better idea, we believe, would 
be to show a cool looking woman 
taking the Sunday roast from the 
oven or, if a scantily attired girl 
must be in the picture, show her 
comfortably donning an_ evening 
dress. 

It is when people realize that there 
is much actual comfort brought to 
the daily life in the home that the 
present great army of prospects will 
be sold. The inference, we believe, 
that a fan duplicates bathing or 

















yachting conditions in the home is a 
bit of overselling. 

The merchant can always, how- 
ever, in his own store and in front 
of it, do much to convince people that 
fans have an actual and important 
place in the everyday affairs of life. 
It does not require much of a stretch 
of imagination to convince a woman 
who comes into your store, hot and 
tired from shopping elsewhere, that 
the fans aid her materially in becom- 
ing comfortable. She will instantly 
see the suggestion that a fan in her 
home would be equally comfort- 
making. 

Recently two leaders in light and 
power company merchandising have 
figured the prospects for fan sales. 
C. E. Greenwood, commercial man- 
ager for the National Electric Light 
Association, presented figures to the 
National Hardware Association 
meeting showing that 30 per cent 
of the present 20,000,000 wired 
homes have some fans and that of 
the remaining homes 7,200,000 can 






reasonably be expected to buy fans. 
We believe that when the fan is 
properly appreciated in the homes 
each prosperous home will own sev- 
eral fans. 

George E. Whitewell, manager of 
sales and service for the Duquesne 
Light Co. in Pittsburgh told the Re- 
tail Hardware Association of that 
city that 215,000 homes in that city 
will buy fans if the proper sales ef- 
fort is made. The general average 
indicates that about 30 per cent of 
the wired homes have fans, about 35 
per cent have no fans, but can buy 
them, and the remainder of the 
homes are not prospects at this time. 

A recent survey made in Cleveland, 
Ohio, by the Electrical League, a 
very thorough organization, shows 
the following: 


250,000 wired homes. 
88,750 have fans 

161,250 are without fans. 
50,000 are poor prospects. 

111,250 are good prospects. 
4,437 replacement sales. 


And this is only the household 
market. The business market, of- 
fices, stores, factories and the like, 
is quite another market of consid- 
erable proportions. 

Production figures indicate ‘that 
about 800,000 fans are produced a 
year. Certainly a considerable per- 
centage of these go to offices, hotels, 
restaurants, stores and other steady 
buyers of fans. From these figures 
one might say that 500,000 or fewer 
fans are sold into homes each year. 

That is an average of one fan 
sale to each 40 wired homes and that 
would indicate that merchants wo do 
and can sell fans are overlooking a 
gold mine. 

Fan dealers this year have an ad- 
vantage over previous years. There 
are better and better looking fans 
than in previous years and there are 
better fans at low prices and also 
fans in many interesting and beau- 
tiful colors, which fit nicely into 
the present vogue of making homes 
cheerful with color. 
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Carry a Sample Nilco Lamp 
When You Go On a Service Job 


OSTLY it’s the lady that you meet, You'll find a lot of extra profits that 
when you’re out on a service job. started with locks or screens, or window 
And it is the lady always, who buys for guards. These Nilco products are not 







the charm of a home. ‘ mere lamps—they’re factors in home 
Show her one of the new Nilco lamps. decoration. A thousand empty sockets in 
Carry a sample in your pocket or kit— your neighborhood are waiting for you 


\ and let her see and try one in her fixtures. _ to speak up. 







See the Nilco Jobber’s Man 
Ask Him—or Write to Us 






NILCO LAMP WORKS, INC. 
EMPORIUM, PENNSYLVANIA 









Nilco Lamp 

‘ Works, Inc., 
! Emporium, Pa. 

' Td like to get 
| the rest of the 

‘ story — prices and 
‘literature about 
‘ Nileo Lamps. 
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Gifts 


Attractive display of electric labor savers and light ornaments will bring trade 


66 HE June gift season is not 
equal to Christmas but it is 
not by any means to be 
sneezed at,” writes a young hard- 
ware man in a small town. It is this 
young man’s job to bring into a vo- 
cational hardware store trade on the 
allied and non-vocational lines. The 
owner of the store has realized that 
he cannot maintain his high place 
as a merchant in the community if 
he sticks strictly to the vocational 
lines. So he put the job up to this 
young man. 

And the young man is doing very 
well. First off, he became a student 
of displays in those stores that ca- 
ter especially to women’s trade. He 
studied their windows for lighting, 





Then he 
studied buying habits—when people 


color and similar things. 


bought certain things. He kept a 
close record of his sales. Now he 
knows one thing that some merchan- 
dising experts are inclined to dispute 
—that the late spring is a good gift 
buying season. 

In the main, this young man knows 
why every article that goes out of 
his store is bought. If it is a perco- 
lator, he knows whether the buyer is 
going to use it or give it away. He 
can do this because he knows per- 
sonally most of the customers. 

He knows that some people make 
special purchases for MOTHER’S 
DAY, also that FATHER’S DAY is 
not entirely without followers. That 
gifts are purchased for HIGH 
SCHOOL and COLLEGE graduates. 
Also he has found that the begin- 
ning of the VACATIONS means spe- 
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during late spring season 


cial purchases and these are in the 
nature of gifts. The money has 
been saved for something special and 
is used for unusual articles. CHIL- 
DREN’S DAY, started by the doll 
makers and carried on by toy manu- 
facturers generally, is having a dis- 
tinct influence on the sale of electric 
trains, flashlights, play-room lights 
and equipment, toy electric ranges, 
and what have you that interests 
children. 

Originally the June gift season 
was set up on a basis of wedding 
gifts and was combatted because 
there are not many more weddings 
in June than at other seasons, but it 
is often the case that the important 
weddings—from a spending stand- 
point—are June weddings. 

The nature of gifts has changed 
materially since electrical merchan- 
dise came into the market, and with- 
in the last few years the electrical 
merchandise suitable for gifts has 
made remarkable advance. 

It seems rather silly that the neck- 
wear people should have almost a 
monopoly on Father’s Day when 
there are so many things in the hard- 
ware store that father really wants. 
He would appreciate a night stand 
lamp, or a clamp type lamp to put on 
his bed so that he can read in com- 
fort; to say nothing of the electrical 
articles that would make excellent ad- 
ditions to his hunting or fishing out- 
fit, up to a portable radio. Or to his 
work shop. 

Then why let the florists have the 
edge on Mother’s Day? Perhaps the 
mother is one of those who has been 
sweeping and washing her strength 
away at 3 cents an hour and a gift 
of the proper electrical appliance 
would make her thankful every day 
as long as she lives. Then, too, are 
the beautiful percolator sets that 
make for the joy of living; a beauti- 
ful lamp, a bit of the jewelry of light 
that will brighten a dark corner of 
the room. These articles of light 
jewelry are proving to be very popu- 
lar. They retain their beauty. 


Young people today do not expect 
de luxe edition books and the like 
when they are graduated. They are 
thinking in terms of beauty and com- 
fort. They appreciate such electrical 
articles as beautiful lamps or flash- 
lights, and in case they are going 
away to school or into business, the 
appliances that will permit them to 
serve coffee, tea, toast, waffles, in 
their own room. Every or any mem- 
ber of the household will appreciate 
one of the small cleaners that is so 
handy for brushing hats, clothes, the 
car or your own room. 

The child without electric play- 
things today is something apart 
from his kind. True it is that if the 
boy has an electric train, father will 





get most of the use of it, but if 
daughter has a small electric range, 
mother will teach her how to cook 


luncheons for her little friends. 
Small motors, electrically propelled 
boats (that the boy builds for him- 
self after supplies are purchased), 
electric saws, drills and other articles 
for his shop will help to train the 
boy for the bigger and better things 
of life. 

Gifts also have outgrown the low- 
priced stage. Today, playthings sell 
rapidly up to $25 and in considerable 
volume much above that price. 
Young people have money and do not 
hesitate to pay real prices for gifts 
for father and mother. The dealer 
who bids for this June gift trade that 
is “not to be sneezed at” must not be 
afraid to put the price on his goods— 
if they are worth it, and electrical 
items are. 
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Cost of Rural Electric Service 


EDITOR’S NOTE—ThIis ts the fourth of a series of instructive articles on Elec- 


tricity on the Farm by R. H. Rogers of the General Electric Co. 


These articles 


were originally prepared for broadcast talks over WGY and we are sure that they 
will be of interest to those who are selling and will sell such equipment to farmers. 
We suggest making this page a part of your scrap book. 


other States the various power 

companies have different meth- 
ods of financing rural extensions and 
different rates for energy furnished. 
In Pennsylvania, however, there is a 
uniform system for all rural condi- 
tions. Since power companies in 
other States use approximations ot 
this system, it will clarify matters 
if we get a good understanding of 
this Order No. 28. 

This rule states that any prospec- 
tive consumer can obtain an exten- 
sion of line to his place by applying 
to the power company having that 
district, establishing his credit, and 
making a contract for the service. 
He will pay a minimum monthly bill 
of 2 per cent of the cost of the exten- 
sion. If the extension costs $1,000, 
his minimum bill will be $20 per 
month. If there are two custumers 
on this extension, the minimum 
monthly bill will be $10 each; if four, 
$5 each. 

For this minimum payment the 
consumer can use electricity to equal 
that amount according to the com- 
pany’s filed schedule of rates. With 
two customers on a $1,000 extension 
the minimum rate of $10 per month 
would allow each to use ten dollars 
worth of electricity without extra 
charge. 

This schedule of rates might be 10 
cents per kilowatt hour for the 
first 100 kilowatt hours, 8 cents 
for the next 50. 6 cents for the 
next 50 and 4 cents for any in excess 
of 200 kilowatt hours. Then for the 
$10 minimum charge the farmer 
could use 100 kilowatt hours of 
energy. Should he use 250 kilo- 
watt hours, his bill would be $19 or 
at the rate of 7 3/5 cents per kilo- 
watt hour. 

After having used 200 unit hours 
he is getting electricity for 4 cents 
per unit. Hence it is difficult to say 
how much any lighting or power ap- 
plication costs without knowing the 
rate and average consumed. 


|: New York State and in most 


The minimum monthly rate holds 
until the revenue has been collected 
from the line to equal its cost with 
accrued charges. In the case of the 
$1,000 line, the minimum charge of 
$120 per year for two customers 
would prevail for about four years 
if no more than 100 units were used 
by each of the two consumers. If 
they paid in $1,000 in two years then, 
the minimum would no longer be a 
part of the contract. Now, if dur- 
ing this time one or more new cus- 
tomers come in on the line, the 
minimum would be adjusted at the 
end of the year on the basis of the 
greater number of consumers with a 
consequent lower minimum bill per 
consumer. 

This whole structure is set up to 
insure revenue from a line sufficient 
to warrant the expenditure. The 
same result may be arrived at in a 
variety of ways but the principle 
remains the same. In order to get 
electricity at a lower cost one must 





tind economical ways in which to use 
it in greater amounts. Thus grinding 
stock feed with a motor instead of 
hauling it to town may not in itself 
be a very great economy but it may 
bring the average rate for electricity 
down from 7 to 5 cents per unit. 

The reduction reflects back upon 
the cost of lights, flat iron operation, 
pumping, cleaning, milking, and all 
other uses that may be made of elec- 
tricity. Understand that this does 
not mean to use lots of electricity 
needlessly just to get the rate per 
unit lower, say by leaving lights on 
all night or some other such foolish- 
ness. 

It does mean that we should 
scrutinize every use of light, heat, 
and power about the farmstead 
whether it applies to lantern, wood 
pile, or muscle to see in what ways 
electricity can be used so that it will 
earn its way in each case. Then the 


aggregate will result in a rate lower 
cost of saving labor. 





Two hp.-1800 r.p.m., 220 volt-3 phase, 60 cycle motor belted to a deep 
well household pump on the ranch of J. S. Serva, San Lorenzo, Cal. 
Agricultural colleges have made a considerable study of electric 
pumping for farms and all show decided economic and home comfort 
advantages gained at comparatively small cost 
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\, CTION—color—coolness—the best window display in town will 
DN \ enable you to dominate your market—and take bigger profits 
than ever from the Desk Fan demand that the sweltering days of sum- 
mer are sure to bring. 

As a Peerless dealer, you are prepared to “cash in” on this demand. 
Peerless’ entire display can be put in place in a short time. And it’s 
flexible enough to fit any window—large or small. 

Team up with Peerless this year. Let Peerless quality and Peerless 
co-operation carry you to the peak 
of summer fan business in your city. 
Write for details of the 1929 selling plan. 


THE PEERLESS ELECTRIC CO. 
WARREN, OHIO 





1929 WILL BE PEERLESS’ BA TH AND GREATEST YEAR 
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rom every side 
comes approval of this new 


ELECTRIC REFRIGERATOR 









































ASS 











HE success of the Holmes Electric Refrig- 
erator was foreshadowed even before it was 
announced. Public interest had been sharpened 
to a razor edge. Each mail brought a flood of 
inquiries from all parts of the United States 
and even foreign countries. 






Yet since its announcement, interest has been 
even keener. Consumer inquiries received 
mount into the hundreds. Every possible indica- 
tion points to an overwhelming success such as 
seldom comes to any new product. 


Retail merchants interested in an advanced 
electric refrigerator —sim plified, refined and per- 
fected in every detail, backed by acomprehensive, 
hard-hitting sales and advertising campaign, 
should write or wire at once. Holmes Products, 
Inc., 205 E. 42nd Street, New York City. 


HOLMES 


ELECTRIC REFRIGERATOR 
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The Fan You 
Can Sell 


® Wagner Fan blades cause minimum wind 
noise. The blade pitch slices the air out 


into a long, strong beam of surprisingly 
; I S*) 


bodies forty years of a. c. motor experience. 


Build your fan business on the Wagner line. 


& 
a 
& large volume. The Wagner Fan Motor em- 
3 
© 





i 





Wagner deliveries from branch stocks are prompt 
and reliable. Ask for the Wagner sales plan. 


Literature on Request 


WAGNER ELECTRIC CORPORATION 
6400 Plymouth Avenue, St. Louis, U.S. A. 


Wagner Sales Offices & Service Stations in 25 Principal Cities 


Products: FANS... . . Desk, Wall and Ceiling 
TRANSFORMERS . .. Power, Distribution and Instrument 
MOTORS ... Single-phase, Polyphase and Direct Current 


§ 
® 
g 
® 


Electrical Goods Section 61-6231-3 








HARDWARE AGE for APRIL 25, 1929 








with sii tells, instant release 
scat ‘Tianech nickeled - zinc 


sheet, copper tub lacquer Sa 
ned and: amehty good: 8 


—aluminum ‘agitator (with ta- 
pered centre —. that pro- 


ys tuces aliaat yO 


“in the suds; 
Gratif ying~discounts to dealers, 





OUR MODEL 40 AT $125 


New and improved, with double “Thermo” tub 
—nickeled inside and lacquered in duo-tone 
outside. 


An extra large, 14-inch, cast alumip Sita- 
tor (submerged) with pa oS tapered: post 
and spray- per oratrofis be cot: baffles, 3 isan: on: 
1 


Polished spl sings mtchinee, ga run: 
nittg iB: + swinging, reversible wringer 
al pbs. i ceny Poet Our dis- 

Fy } 


counts ale it P 


Write us for full details about these two 
GOOD Washers 


GETZ POWER WASHER CO. 
4429 Walnut St. Morton, IIl. 
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ADVANTAGES 


never before offered at 
a moderate price 


O OUTSTANDING are the many advantages embodied in The 
FREDERICK Washer that it has made many wonder how a high 
grade product can be offered at so moderate a price! 


The FREDERICK Washer is manufactured and guaranteed by Maytag. 
It is made in the world’s largest and best equipped washer plant, with 
the most modern precision machinery. It is manufactured by a thorough- 
ly experienced, veteran production organization. It is backed by a mer- 
chandising plan of proven merit, with due recognition for the necessity 
of providing liberal returns for dealers. It is meeting with enthusiastic 
response from substantial dealers and the large group of American house- 
wives who demand a fine washer in the moderate price field. 


Because of these facts and its mechanical advantages of design, The 
FREDERICK Washer is Destined to Lead All Washers in its class. 


Check the features of The FREDERICK Washer with those of any 
other washer within comparative price range. You will then be con- 
vinced that The FREDERICK is a washer worthy of your conscientious, 
enthusiastic endorsement....a washer that will render service to the 
user far out of proportion to the moderate price at which it is sold. A 
few of the most important features are outlined on the next page. 


Dealerships are now being closed throughout the country. Applica- 
tions should be made promptly to 


The Frederick Company 


ONE HUNDRED WEST MONROE BUILDING 
CHICAGO, ILLINOIS 


APPLICATIONS FOR $ 
DEALERSHIP WILL 
BE GIVEN 
CONSIDERATION 
3 4 a Ot 








OUALITY 


at a Moderate Price 


a 
































IRIVING primarily for superior service to the user, 
S the designers of the FREDERICK have embodied in 


this machine, features never before considered possi- 











COCOEL 





ble in a moderate priced washer. 


The Silenced Motor... .quiet running, with felt silencers 





which eliminate vibration and noise. Power, Speed and Thor- 
oughness.... washes an entire tubful of clothes in a few short 
minutes without hand-rubbing. 
Convenicence....clothes may be 





put in or taken out while 
washer is in motion. Gyrafoam 
Water Action. ...created by 





countersunk agitator in bottom 
of copper tub. Sediment Zone 
ces keeps water clean during 
entire washing. Splash ring .... 
prevents splashing over top. of 







tub when lid is open. 


er 


Precision, Steel-Cut 
Gears ...and all parts 
manufactured to pre- 






























cision and quality 
standards equal to 
the standards of fin- 
est automobile con- 
struction. Power 





Drive sealed-in-oil, 
for a lifetime of si- 
lent, perfect service. 

And the famous FREDERICK full-swinging, rever- 
sible: divided wringer, with semi-soft rolls....a feature 
greatly appreciated. The washer is always in perfect 
balance, regardless of position of wringer. 





Weigh these advantages as compared with the 
design and construction of any other washer in the 
moderate price range. Then judge for yourself what 
the future of the Frederick will be! 


Oita deus (uly em Goyretertehy 


ONE HUNDRED WEST MONROE BUILDING 
CHICAGO, ILLINOIS 


Destined to Lead 


all Washers 
in its class 














This Truck Sells Farm Equipment for 
Hardware Dealers 


HE truck illustrated on this page is used by the 

Virginia Electric and Power Co. for promoting 
the use of eléctricity and electrically powered equip- 
ment on the farm in large districts near Richmond. 
L. T. Wood, agricultural engineer for the company, 
writes as follows concerning the method of merchan- 
dising. 

“We are in close touch with the hardware and farm 
implement merchants. We obtain from them the make 
and specifications of the implements or tools they sell 
and how these tools or implements can best be adapted 
to electrical drives. In our regular calls on the farmers 
we can tell them where they can obtain the various 
equipment that are sold locally. This makes it possible 
for the farmer to secure standard makes of equipment 


The farm electrical 
market is just 
starting, it is well: 
to start with it 


Electrical Goods Section 





that will 
power. 

“Through the information our men obtain from the 
farmers, the hardware and implement merchants are 
informed of the type and kind of equipment that is in 
demand in their sections. We encourage the hardware 
and implement merchants to carry in stock at least one 
of each particular machine or tool that is in demand. 
We refer our inquiries to these merchants, which 
enables the farmer to purchase without delay. 

“The rural display truck is used both as a means of 
giving practical demonstrations on the farms and as a 
portable show room for exhibits at picnics and other 
gatherings. This truck has proved very successful in 
educating people to the use of electrical equipment.” 


operate most economically with electric 


Some day, we pre- 

dict, hardware 

dealers will have 
similar exhibits 
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To Keep Sales 
_ at the Peak 


x: j/ be & MYERS dealers 

will be supported this year 
by the strongest, breeziest national 
advertising that has ever been done 
on fans. It smacks of the seashore 
and cool ocean winds. Designed 
especially to make sweltering 
readers hotter — to make them 
‘phone you, “send me that fan 
with the Hag—quick!” 


“a 


This sales-creating advertising 
will run in America’s greatest mag- 
azine, T he Saturday Evening Post, 
starting in May. Hot days with 
rush calls for R & M Fans will be 
here before you know it. Don’t be 
caught napping. Order today, and 
ask for our booklet “‘Sales-Makers 
for 1929” full of effective advertis- 
ing tie-ups for you. It’s free! 


Robbins & Myers, Inc. 
Springfield, O.; Brantford, Ont. 


Robbins & Myers 
Fans and Motors 




















HARDWARE AGE for APRIL 25, 1929 | 123 





Estimating Your Appliance Market 


This very complete report on Cleveland situation and estimates of future sales is an 
excellent guide to any community estimate 


not sell merchandise. The company materially aids 

the support of the Electrical League of Cleveland 
which is operated as an aid to all merchants and manu- 
facturers who care to participate under a few simple rules 
and obligations. The League maintains a show room in 
which nothing is sold (all prospects being referred to listed 
dealers), conducts classes in electrical housekeeping, ex- 
hibits electrical homes and does a considerable amount of 
advertising and publicity work. There are also important 
activities in industrial and building work. 

As an additional service the League has recently pub- 
lished an estimate of the appliance market in Cleveland, 
which we publish here—not because we believe that mer- 
chants everywhere are interested in the market in Cleve- 


LT: Cleveland, Ohio, the light and power company does 


Appliances in Use in Cleveland Homes 


OLUMN 1 shows the number of appliances in use in 700 
homes. Information was secured from 700 visitors to 
the League Exhibit. 

Column 2 shows the percentage of saturation in these 
700 homes. 

Column 3 shows the number of appliances in use in 300 
homes occupied by industrial workers. Information was 
secured from employees in seven Cleveland factories. 

Column 4 shows percentage of appliances in industrial 
workers’ homes. 

Column 5 shows the number of appliances in use in 1000 
homes. 

Column 6 shows the percentage of appliances in use in 
these 1000 homes. 


APPLIANCES 1 2 3 l 5 6 

1. Hand Irons ....... 632 90.2 276 92.0 908 90.8 

eG re 616 88.0 166 55.3 782 78.2 

Pe ea ee 480 68.5 155 51.6 635 63.5 

re 484 69.1 144 48.0 628 62.8 

ie a 431 61.5 121 40.38 552 55.2 

6. Curling Irons ..... 351 50.1 140 466 491 49.1 

(fe ere 306 43.7 61 20.3 367 36.7 

8. Percolators ....... 289 41.2 68 22.3 357 35.7 

Di MRE. ciao eee 296 42.2 59 19.6 355 35.5 

10. Warming Pads .... 250 35.7 51 17.0 301 30.1 
11. Sewing Machines .. 201 28.7 38 12.6 239 23.9 
12. Waffle Irons ...... 159 22.7 37 12.3 196 19.6 
BB: CHV: di boos ts wes 129 18.4 12 46. 144. 41 
14. Massage Vibrators. 117 16.7 0 83 i127 12.7 


15. Refrigerators ..... 76 «10.8 1. Se 83 88.3 
16. Hair Dryers ...... 48 6.1 15 5.0 58 5.8 
17. Ironing Machines .. 27 3.8 i .40 39 = 33.9 


16, GORMOVE 6666 cies ees 2. 32 10 338 388 «3.3 

19. Bottle Warmers ... 20 2.8 4 1.3 24 2.4 

BO; FEO POW obec awe 13. . 18 7. SS 20 620 

eS ee 9  t2 4 138 18 1.3 
i re 4,952 1,397 6,349 

*7.07 *4.6 *6.3 


Number per home. 


While the survey was being made to determine the num- 
ber of appliances in use in Cleveland homes, a check was 
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land but because we believe the Cleveland market is propor- 
tionately representative of all local markets. Also because 
we believe that the methods used are worthy of being used 
elsewhere. It should be fairly easy for a merchant to 
obtain some comparable figures for his trade community 
through inquiry among his customers. 

Any figures obtained, we believe, will indicate an im- 
mense market for electric appliances and will lead a mer- 
chant to realize the sales possibilities. 

J. E. North is president of the Cleveland League and 
a considerable number of wholesale and retail hardware 
stores are members and work closely with the League. 

This information was collected in a period of three 
months and was completed in January, 1929. All replies 
were carefully checked. 


also made to ascertain the number of portable lamps in use 
in 1000 homes. Here are the results: 
Number Number 
700 in $800 in 
Homes Use Homes Use Homes 


Portable Floor Lamps 1,829 *2.6 467 *1.5 2,296 
Portable Table Lamps 2,141 *3.0 519 *1.7 2,660 


3,970 *5.6 986 *3.2 4,956 


Number 
1000 in 
Use 

*2.29 

*2.66 


*4.95 











* Number per home. 

The survey form also included a question to determine 
how many appliances are not being used on account of the 
need for repairs. 

According to the answers to this question, there are in 
47 homes 86 appliances in need of repairs or about one 
home in 21 which has one or more appliances in need of 
repairs. 

Out of a total of 6349 appliances in 1000 homes, the 86 
appliances not in use represent only about 1.35 per cent. 


Cleveland’s Homes and People 


TH‘.O aid in analyzing the possibilities of the Cleveland 

market and to assist manufacturers, distributors and 
dealers in connection with their advertising, publicity, sales 
promotion and selling plans, The Leaguer presents the fol- 
lowing pertinent facts: 


Approximate number of wired homes in greater 


I a ot oe ind ok sc odees welwares 250,000 
Number of homes occupied by owners—35 per cent 

Ee a eat ns tha wlna deans wee taekas 87,500 
Number of families living in single houses—44 

SN MN ECS 5a /oSia0.9 418.05 eee cid a nercliewebe 110,000 
Number of families living in two-, three- or four- 

family buildings—49 per cent or............ 122,500 
Number of families living in apartment buildings 

ST lg! a ES Ie ree ee ea 17,500 


According to the rental value of these homes they may 
be divided into four groups: 


Class A—10 per cent or...... 25,000 
Class B—15 per cent or........ 37,500 
Class C—45 per cent or... 112,500 
Class D—30 per cent or...... 5,000 


According to the 1927 report by the federal census of 
manufactures, the number of industrial workers in Cleve- 
land was. 135,187, and the annual industrial payroll 
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amounted to $206,306,267, which would make the average 
annual income to industrial workers $1,526.08. 


The Market for Appliances 


= the following tabulation, calculations have been made 
to determine the number of appliances in use and the 
number of appliances yet to be sold. 

When thinking about the possibilities of the Cleveland 
market, consideration should be given to the fact that at 
least 50,000 of the homes can buy only necessary items. 


Per cent Number Not 

Sold Sold Sold 
Ee ee ee 90.8 227,000 23,000 
a ere 78.2 195,500 54,500 
WINE. Socks owes e oe kee 63.5 158,750 91,250 
ht SOE 62.8 157,000 93,000 
OLS OO 55.2 138,000 112,000 
Curling [rons .......000% 49.1 122,750 127,250 
errr rere. 36.7 91,750 158,250 
on ET eer 35.7 89,250 160,750 
MOE Sue siete og x os & ob sin' 35.5 88,750 161,250 
Warming Pade .......... 30.1 75,250 174,750 
Sewing Machines ....... 23.9 59,750 190,250 
WMG TVONE 2 occiwvccse 19.6 49,000 201,000 
Hejvrigeratore ..ccccccece 8.3 20,750 229,250 
Ironing Machines ....... 3.9 9,750 240,250 


Prospects for Appliance Sales 


N the next tabulation the first column shows the number 

of homes not sold, the second column gives an estimate 
of the number of homes which may be considered poor pros- 
pects because of limited income, and the third column shows 
the number of homes which may be considered in the class 
from fair to good prospects. 


Number of Homes Poor 


Not Sold Prospects Prospects 
Hand Irons ..6. 6.000. 23,000 10,000 3,000 
rr re 54,500 50,000 4,500 
OE 91,250 50,000 41,750 
ere er 93,000 50,000 43,000 
eS rer 112,000 50,000 62,000 
Curling Irons ........ 127,250 50,000 77,250 
Le Pere 158,250 50,000 108,250 
POVOORTOTE oo. veces 160,750 50,000 110,750 
eae 161,250 50,000 111,250 
Warming Pads ....... 174,750 50,000 124,750 
he Oe 201,000 50,000 151,000 
Sewing Machines ..... 190,250 100,000 90,000 
Refrigerators ........ 229,250 100,000 129,250 
Ironing Machines . 240,250 100,000 140,250 


Market Effect of Replacements 


fhe sae considering the total prospects, thought should 
also be given to replacement sales which are to be 
made during the coming year. 

Tabulation below shows the number of appliances in use 
in the 250,000 homes, as well as a conservative estimate 
on the percentage of items which may be either worn out 
or obsolete. The column at the right shows the results of 
applying these percentages to the total number of items 
sold and the figures indicate the possible number of items 
which may be replaced during 1929. 


Estimated 

Appliances No. of Appliances 

in Use in to Be Replaced in 1929 

Cleveland Homes Percentage Number 
Hand Irons .....02.- 227,000 20% 45,400 
PPLE EE 195,500 1% % 14,662 
reer ere 158,750 T4%e% 11,906 
TE Cee dicce esos 157,000 5% 7,850 
Mamie Bete 2... c25s- 138,000 5% 6,900 
Curling Irons ....... 122,750 5% 6,137 
DR Souatnkn seus 91,750 5% 4,587 
Percolatore§ .....+:.- 89,250 5% 4,462 
PNY Acsaceas enna ie 88,750 5% 4,437 
Warming Pads ...... 75,250 5% 3,762 
Wale 170N8 ......005 49,000 5% 2,450 
Sewing Machines 59,750 5% 2,987 
Refrigerators ........ 20,750 2%2% 418 
Ironing Machines .... 9,750 214% 243 


Market Possibilities of 1929 


XOLUMN 1 shows the new sale possibilities or the esti- 
A mated number of appliances that may be sold to non- 
users during the year of 1929. Some additions might be 
made after each item to include the possibility of sales in 


the (approximately) 5000 new homes to be built in the 
course of the year. 

Column 2 shows the estimated percentage of sales that 
may be made during the year. 

Column 3 shows the number of appliances that may be 
sold during the year. 


Number of Fair Percentage Number 
to Good Prospects to Be Sold to Be Sold 


and WONG. ood 0623s 3,000 10% 300 
See 4,500 10% 450 
ht Me 41,750 10% 4,175 
PORE vksus ane saue 43,000 10% 4,300 
Oe OS eee re 62,000 10% 6,200 
Curling Irons ........ 77,250 5% 3,962 
ee Pere rr Cree 108,250 5% 5,412 
POPOONGLOTS 65006 cn ess 110,750 5% 5,537 
SA ree 111,250 5% 5,562 
Warming Pads ...... 124,750 5% 6,237 
Li de C.J ee 151,000 5% 7,550 
Sewing Machines 90,000 5% 4,500 
Refrigerators ....... 129,250 Th% 9,693 
Ironing Machines .... 140,250 3% 4,207 


Cleveland’s Bogy for 1929 


Phyeedtnod 1 shows the number of replacement sales to 
A be made. 
Column 2 shows the number of new sales to be made. 
Column 3 shows the total number of items to be sold in 
the year 1929—and we may think of these figures as Cleve- 
land’s bogy for the year. 


Replacements New Sales Total 
Hand Irons .........- 45,400 300 45,700 
PTE, S58 se enssee 14,662 450 15,112 
nf ECCLES 11,906 4,175 16,081 
Ee eee 7,850 4,300 12,150 
RIOD sis sca cieecis 6,900 6,200 13,100 
Curling Irons ........ 6,137 3,962 10,099 
LO eee eer 4,587 5,412 9,999 
POTOOIREOTS: onc cccsccs 4,462 5,537 9,999 
OS en pee 4,437 5,562 9,999 
Warming Pads ....... 3,762 6,237 9,999 
Wajile Trons .....:... 2,450 7,550 10,000 
Sewing Machines ..... 2,987 4,500 7,487 
Refrigerators ........ 418 9,693 10,111 
Ironing Machines 243 4,207 4,450 


Farm Electrification 


RECENTLY issued Department of Agriculture bulletin 

on the farm power situation shows that more power 

means more profitable and comfortable agriculture, and that 

the most economical power is from the large interconnected 
electrical systems. 

“Power and labor together represent on the average 
about sixty per cent of the total cost of carrying on farm 
business,” says the report, “and since these are two items 
directly subject to the control of the farm operator, great 
opportunities exist for cutting down production costs 
through a better understanding of the power requirements 
of farm operation, through the adoption of more efficient 
and less expensive types of power units, and by a more 
extensive use of power to replace human labor.” 

This decisive statement is then proven by a question-and- 
answer arrangement whereby the costs of different kinds of 
power are compared. By this is shown that the use of one 
horsepower for one hour costs the farmer 25 cents if ob- 
tained from a horse or mule or a private farm electric 
plant, and 15 cents if it comes from a small central sta- 
tion, but only 5 cents when supplied by a large central 
station. 

It is further stated that a large percentage of farms are 
using expensive power, and that 30 per cent of the present 
sixteen billion horsepower hours now used yearly on farms 
could be efficiently electrified. 

The value of farm electrification is no longer problem- 
atical; it is an established fact. It can be safely said that 
before many years the farm without power service will be 
as outmoded as a present-day farmer using tools of a past 
century.—Lockport (N. Y.) Union-Sun-Journal. 
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Now 


women will buy 


cleaners at your 





store like any 
other merchandise 


to Increase YOUR Sales 


OW the vacuum cleaner is a store 

item—and can be made a fast 
turnover item which will increase hard- 
ware store sales and profits. The 
Hamilton Beach is already a big seller, 
first because of its unsurpassed quality 
at a rock bottom price, and secondly, 
because it has been backed for ten 
years by national advertising. 


Our 1929 Dealer Plan 


Now we are going further to help our 
thousands of dealers make vacuum 
cleaners a fast selling line. 


We have developed a demonstrator 
display, requiring only 51% square feet 
floor space, which we believe will more 
than double our dealers’ cleaner sales. 
It attracts women—makes it easy for 
customers to try the cleaner—increases 
number of clerk demonstrations and 
saves time of customers and clerks. 
It is attractive and marks the store as 
vacuum cleaner headquarters. 


Extra Dealer Helps 


In addition, we will follow up prospects of 
those dealers using the demonstrating dis- 
play by direct mailings at absolutely no cost 
to dealer. We will help these dealers adver- 
tise over their name in their local newspaper. 


Hamilton Beach 


Subsidiary of Scovill Mfg. Co.—a 127 year old, $33,000,000.00 concern 


Electrical Goods Section 














Low Price Thru Jobbers 


The price reduction from $62.50 to $39.50 
(Denver and West $41.00) has opened a 
wonderful, new market. With this cleaner, 
at this price, you can positively match any 
value offered by chain stores. Distributed 
the most economical way—thru jobbers. 


Retail Price Now 


Only $3950 


(Denver & West $41.00) 

















Millions of dollars have been spent educat- 
ing women to the advantages of a motor- 
driven beating brush. At this popular price 
thousands are buying to replace old cleaners. 


Motor 
driven 
beating 
brush 


Mail Coupon NOW! 


| HAMILTON BEACH MFG. CO. 
; €-9054 H. B. Bldg., Racine, Wisconsin. 


Without obligation, please send the following 
which I have checked: 


+ [2] 1929 sales plan for hardware stores. 
C) Discounts and nearest distributor’s name. 


{1 Copy of new “Selling Helps’ book of mats, 

' ads, free literature, demonstrating material, 
etc. 

[] New manual ‘Suggestions for Demonstrating 
the H. B. Cleaner in Hardware Stores.” 

PTE. Sdiaie dukes ps O8s ne odo os bs-e0 805 


Address 




















126 — HARDWARE AGE for APRIL 25, 1929 





EDITORIAL PAGE 


Light’s Golden Jubilee 

IGHT’S Golden Jubilee will be celebrated this year. 
L Just what the ceremony will be, or exactly at 
what date, is not decided but it will be some 
form of recognition of the fiftieth anniversary of the 
incandescent lamp in which everybody—at least every- 
body who enjoys the benefits of electric lighting—will 
be asked to participate. The date will probably be or 
include Oct. 21, the date on which the first incandescent 

lamps were shown to the public. 


Almost 20,000,000 homes are customers of the 
incandescent lamp counters. 








Much More Than Light 


IGHT’S Golden Jubilee will mean much more than 
L a celebration of the coming of the clean, steady, 
bright lamp with which we have become so fa- 
miliar. The lamp was an incident—an important one—in 
what was accomplished. What Mr. Edison really de- 
veloped was a method of distribution of electricity 
which made it available in variable quantity. It is 
this method of distribution that has enabled a person to 
use lamps and appliances of varying electrical require- 
ments on the same distribution line. 


Practically every store and factory in the coun- 
try is a lamp customer. 








Tribute to a Man 


IGHT’S Golden Jubilee will be a remarkable tribute 
a to a man—Thomas A. Edison. Mr. Edison has 
done many things besides make wonderful light- 
ing a possibility but nothing greater. His work in 
development of the talking machine and the motion pic- 
ture industry would be honors worthy of any one man’s 
life, but these things are almost lost sight of because 
of his leadership in the development of the strictly 
electrical industry. 


Incandescent lamps are the only universal appeal 
merchandise not subject to cut price sales. 


More About the Man 


IGHT’S Golden Jubilee will cause to be printed 
L many stories about the remarkable Mr. Edison. 
His has been a busy life. He has always been 
working for the benefit of better living. It is remark- 
able that when the plan was suggested for this celebra- 
tion on Mr. Edison’s eighty-second birthday, that he 
was working on plans to develop a new source of rub- 
ber—which seems to be a far cry from the other im- 
portant things in his life but which really is very 
similar to his search for a material from which to make 
the carbon filament for the lamps. 





Scientists Did Not Believe 


IGHT’S Golden Jubilee will bring about a retelling 
. of the interesting stories of the early day of the 
new light. How British scientists who regarded 
themselves as leaders in the then undeveloped electrical 
field of fifty years ago, refused to believe Mr. Edison’s 
accomplishments even after they had been shown to the 
public. Even after some of these “leaders” had seen and 
examined an exhibit, they suspected trickery. 


Figures published by the National Electric Light 
Association show that light and power companies 
sold only 6.7 per cent of the lamps in 1927. 


Of Interest to You 


IGHT’S Golden Jubilee will be of interest and im- 
L portance to every merchant—for there are few 
stores where the light is not used even if lamps 
are not sold. The day is not far distant when elec- 
tricity will be available in every hamlet in the country. 
The Jubilee will be the occasion for many local celebra- 
tions and exhibits. There will be much rivalry for dif- 
ferent lighting effects. The merchant who does not 
participate will be an odd fish. People will buy many 
lamps for this occasion and the merchant who prepares 
will reap the benefit. 

Lighting a room 1000 hours with a 100-watt lamp 
will cost (at average rate) $7.35. The same in- 
tensity of light by original incandescent lamps 
would cost $68.75. By candles, $1,500. 








Elimination of Drudgery 


IGHT’S Golden Jubilee will call attention to the 
LG fact that the incandescent lamp is a symbol of 
the freeing of domestic slaves. The lamp brings 
freedom from kerosene, greasy lamps, smoky chimneys, 
wicks and unpleasant daily tasks. The appliances that 
have developed in the trail of the lamp have eliminated 
many other similar slavish tasks. The incandescent 
lamp and other electrical developments have done much 
in the interest of beautiful and healthful homes for all 


classes. 


No. one has ever sought to estimate the waste 
avoided by incandescent lamps—by averting fires, 
robberies and vandalism—because of their safety 
and reliability. 





A Tremendous Revolution 


IGHT’S Golden Jubilee should be the occasion for 

L every merchant—and in fact every person—to 

give thought to what electricity means in his 

daily life. The social and industrial revolutions it has 

wrought and to what extent the electrical and kindred 
ware have become a part of merchandise. 
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The Ray-O-Vac line of 
radio batteries is a com- 
plete one; there is a Ray- 
O-Vac battery for every 
radio need. From the 
‘new Extra Heavy-Duty 
“B” Battery illustrated 
above to the 6-inch one 
cell volt-and-a-half “A”, 
Ray-O-Vac Radio Bat- 
teries are built for service! 
And the advertising 
that’s backing up these 
batteries is pulling sales 
for Ray-O-Vac dealers... 
making profits for them! 


RADIO 
BATTERIES 














First the Rotomatic 
Switch; then new crackle 
colors ... two outstand- 
ing features that have 
made the Ray-O-Vac 
Rotomatic Searchlight 
the talk of the country. 
Color takes your custom- 
er’s eye; and once he 
handles a Ray-O-Vac 
Rotomatic, and sees this 
remarkable new switch, 
the sale’s made. Plenty 
of extra profits, too, in 
the repeats on batteries! 








ROTOMATIC 
SEARCHLIGHT 

















FRENCH BATTERY COMPANY 
Factory: Madison, Wisconsin 
Sales Office: 30 North Michigan Avenue, Chicago, Ill. 
Branches: 


Chicago - New York - Minneapolis 


Electrical Goods Section 





- Kansas City . Atlanta - Los Angeles 





eae 
IGNITION 
BATTER 


ter 
dio ianiTION 
OO ore OO 


Ray-O-Vac Ignition Bat- 
teries have the call wher- 
ever people know batter- 
ies. For motorboat and 
and 











tractor service ... 
for every other use any- 
one ever had for a bat- 
tery: doorbells, alarm 
circuits, signals. One-, 
four-, five-, and six-cell 
styles. Ray-O-Vac Igni- 
tion Batteriesofferunlim- 
ited profit possibilities. 


RAY-O-VAC 


IGNITION 
BATTERIES 
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Electrifying Farm Chore Work 


The merchant who knows of the many powered tools available can save his 
customers much time by selling equipment to them 


HORE work on the farm is re- 
(sie from 14 to 40 per cent by 

time measure in an electrically 
lighted barn as against lantern light. 
Records regarding this work have 
been gathered from many sources by 
the Committee on Relation of Elec- 
tricity to Agriculture. 

Chores are, of course, a necessary 
morning and evening work on the 
farm and the time required for them 
makes heavy inroads on the time the 
farmer can devote to seasonal or 
emergency work. Any time saved 
here is available for the directly pro- 
ductive work and cuts down on the 
necessity of employing labor. The 
less the farmer spends for labor, the 
more he will have for the purchase 
of equipment and other things that 
he wants and needs for himself and 
his family. 

When the barn is lighted, it means 
that electricity is available for many 
other uses. In the present stage of 
development, electricity is especially 
adapted to chore work and the many 
unpleasant duties. The present day 
development does not make electrici- 
ty helpful to crop growing. It is not 
in any sense a rival for the tractor 
in the field. 

Especially in the care of animals is 
electricity an advantage. A small 
unit milking machine is reported to 
save more than one-fourth of the 
time required by the hand operation. 
Recently electrically operated wash- 


ers have been designed for practically 
all types of milking machines. This 
machine, recommended as quick and 
efficient, has removed a serious ob- 
jection to the mechanical milking op- 
eration. 

With electricity many of the opera- 
tions in dairy farming become al- 
most automatic. In an electrically 
equipped barn, warmed water can be 
served to the cows at regular inter- 
vals and especially in the northern 
states has this sort of a water supply 
increased the winter production of 
milk. 

Clipping and grooming of cows has 
been greatly simplified and quick- 
ened by the use of electrically oper- 
ated equipment. One great advan- 
tage of this method of grooming 
cows is that the dust and hairs are 
entirely removed from the stable, not 
merely set free to settle on another 
animal. 

Some recent experiments in sheep 
shearing gave these results as to 
cost: With labor rated at $1 an 
hour, it costs 8.09 cents to shear each 
sheep with electrically operated clip- 
pers, 10.25 cents with ten-tooth hand 
operated clippers and 13.09 cents 
with ordinary shears. And who does 
not want to get rid of sheep shear- 
ing as quickly as possible! 

The best use of electricity on the 
farm centers around a portable mo- 
tor and several types of excellent 
motors of this sort are now on the 


prices. 
is, of 
aid in 


market at quite reasonable 

Electric dairy equipment 
course, well known and its 
handling milk is appreciated. So are 
the various items of poultry equip- 
ment. This equipment has taken 
much of the risk from poultry rais- 
ing and has made feeding, watering 
and similar tasks as accurate as the 
clock. Other articles made for farm 
chore use are horse clippers and 
groomers, power stands and seed 
testers. 

Water pumping and feed grinding 
have gained recognition. A recently 
announced article of equipment is a 
hay hoist. A 1-hp. motor will raise, 
this report says, 1000 Ib. of hay from 
wagon to loft. This hoist is built in 
barns much like a traveling crane in 
a manufacturing plant. A hardware 
dealer called us by telephone a few 
days ago to learn where he could get 
electric hedge clippers. 

For the farm shop with electrical 
connection, there are available tool 
grinders, soldering irons, drills, paint 
sprayers, saws and other time and 
energy saving tools. 

On another page is described the 
plan whereby one light and power 
company is cooperating with the 
local merchants to promote them into 
this rural electric tool and imple- 
ment business. It should be very 
profitable for both the farmer and 
the hardware merchant, and that 
makes for excellent trade relations. 














¥ 


Confidence in SPhampion, 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


“Stosnsed wor the General Elee- 
trie C Lam 


Brand 


P 





Patents.” 

















Stop in 


We will be glad to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th St. 
New York City 
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New Goods to Sell 


New Wringerless Model 





The new  Laundryette “washes, 
rinses, blues and dries clothes in one 
continuous operation without being 
touched by hand or removed from the 
tub,” according to the announcement. 
It also carries the scum and scalding 
rinse water off separately, leaving the 
hot, sudsy water undiluted in the tub 


ready for a next batch of clothes. Fif- 
teen minutes per tub for the complete 
operation. The maker says that this 
model is a distinct improvement over 
the previous machine in every way and 
has sacrificed none of the good points. 
The Laundryette Corporation, 5100 
Superior St., Cleveland, Ohio. 





Novel Smokers’ Set 

















Here is a novelty in a pipe, cigar or 
cigarette lighter that can be used with 
any lamp. It connects between lamp 
and socket. The button in the lighter 
cord controls both. Other models plug 
into outlets and are sold in set with 
bronze ash tray. Prices $3 to $6, ac- 
cording to pattern and color. A. W. 


Franklin, 11 W. 42nd St., New York 
City. 


New Universal Cleaner 


Landers, Frary & Clark, 
New Britain, Conn., an- 
nounce a new Universal 
cleaner, to sell at $39.50, at- 
tachments $7 extra. In point- 
ing out the merits of Model 
58, the following points are 
made: gentle 
beating and 
sweeping ac- 
tion by motor 
driven brush, 
exceptionally 
powerful s uc- 
tion, ball bear- 
ings requiring 
no oiling, sim- 
ple and posi- 
tive nozzle ad- 
justment, die 
cast fan per- 
fectly bal- 
anced, dust- 
proof bag eas- 
ily attached, 
furniture pro- 
tector, simple 
attachment 
connections. 















Lamp Sales 


Increased 


Materially 


“Sales of Hygrade lamps increas- 


ed materially, directly due to your 
display” says the Dayis Hardware 
Company of Gardner, Mass. 


After the first sale, the uniform 
quality of Hygrade lamps keeps cus- 
tomers coming back “‘to the store 
where they bought those good Hy- 


grade lamps.” 
A Hygrade Window of the Davis 


Hardware Co., Gardner, Mass. 


-HYGRADE LAMP CO 


GENERAL OFFICE S ALEM Mass 


AND FACTORY 


Licensed under General Electric Company’s Incandescent Lamp Patents 


ee 
Ee 








NS 
Oper eTerTt an ae ee a a ee ee 
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New Goods to Sell 


Holmes Electric Refrigerator 





An electric refrigerator without 
belts, gears, pistons, pulleys or chains, 
permanently oiled and _ hermetically 
sealed, is announced by the Holmes 
Products Co., 205 E. 42nd St., New 
York City. The refrigerating unit is 
so compact that it leaves room for 
vegetable bin. Walls of box are solid 
monolithic cork, seamless porcelain 
liner. Built to avoid service troubles. 
— sizes. Is nationally adver- 
tized. 


Novel Sandwich Toaster 


wee 
- oa — 2 
+ 


This automatic bread and sandwich 
toaster is called “Jack-in-the-Box” be- 
cause it snaps open when the bread 
is toasted. You set the switch to the 
degree of brownness you want. Uses 
less current than most toasters. Pat- 
ented Armstrong switch plug, made so 
it detaches if some runs against it, 
is added safety means. Armstrong 
Electric and Manufacturing Co., Hunt- 
ington, W. Va. 


New Eveready Radio Line 
The new 30 series of Eveready 
radio comes in four models: table, con- 
solette and two consoles. The differ- 
ence is, however, all in the furniture, 
as the chassis is the same. In all but 
table model the dynamic speaker is 


built in. The receiver is 7 tube, single 
dial, antenna operated, all electric AC, 
three stages of radio frequency ampli- 
fication, detector and two audio stages. 
For the illustration, a part of the 
chassis is removed to show compact- 
ness and accessibility of transformers, 
condenser drive and condensers. Na- 
tional Carbon Co., New York City. 


Low Priced Brandes 


New Brandes models by Kolster Radio 
Corporation, 39 Broadway, New York 
City, are announced for the low-priced 
market. They come in table, console or 


floor type and another floor type model 
with the same chassis; 6-tube, 60 cycle, 
100-120 alternating current, with three 
stages of tuned radio frequency, detec- 
tor and two stages of audio amplifica- 
tion. 


Electric Range 
Utensil Cabinet 


This cabinet is acces- 
sory merchandise to the 
Landers, Frary & Clark 
electric ranges. It is 
built to fit under the 
range and a complete set 
of utensils for the aver- 
age family are fitted into 
it. Range and cabinet 
make complete cooking 
equipment. List price 
complete, $100; cabinet 
without equipment $45. 
Landers, Frary & Clark, 
New Britain, Conn. 


General Electric Hand Cleaner 


} 


This electric hand cleaner weighs less 
than 4 lb., is made of polished alumi- 
num, molded compound handle and is 
operated by trigger switch at side of 
motor. Single brush and can be used 
as blower. G. E. ballbearing motor 
requires no oiling. Requires 100 watts. 
Useful as accessory to large cleaner. 
Merchandising Department, General 
Electric Co., Bridgeport, Conn. 


Ventilating Fan 








| 
| 
| 
| 

















Fans like these were first used for 
shops, then kitchens and now are gain- 
ing popularity for all rooms of the 
house to maintain steady ventilation 
without draft. ith convenient sliding, 
adjustable metal frame, the new Star- 
Rite can be installed in any window 
from 24 to 34 inches in width and 
both top and bottom of windows closed. 
Frame, base and guards finished in dull 
gray, 10-in. fan blades are brass plated. 
Fitzgerald Manufacturing Co., Torring- 
ton, Conn. 
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in a motor brush cleaner! 


BEE-VA 


Genuine Bee-Vac value 


/ 


Motor Brush, Ball Bearing 
ELECTRIC CLEANERS 


$ 3 Z 90 (Attachments, $5.00) 


Thousands of dealers have long wanted to 
give their trade a genuine Bee-Vac value in 
a motor brush cleaner. 


To such dealers we say, without slightest 
hesitation or reservation, that this new Bee- 
Vac marks a supreme achievement in motor 
brush cleaner style, beauty, quality, depend- 
ability and cleaning efficiency. 


Not only has Bee-Vac endowed this motor 
brush cleaner with new and unusual fea- 
tures, but even more important, has given it 
those time-proved qualities of sturdy con- 
struction and freedom from need of servic- 
ing attention, which, for eighteen years, has 
placed the Bee-Vac apart from all other 
cleaners. 


Only the sales volume, the selling econo- 
mies, the engineering genius and the manu- 
facturing skill of the Bee-Vac organization 

. could produce a motor brush cleaner at 


DE LUXE BALL BEARING 
Bee-Vac Cleaner 


Consumer’s price 


$39.75 


(Attachments, $8.00) 


Model ““G” Bee-Vac Cleaner 
with bronze bearings 


Consumer’s price 


$29.50 


(Attachments, $5.00) 


Electrical Goods Section 


a low price, which embodies the quality and 
performance of the finest. 


More than 25,000 dealers, who already know 
Bee-Vac value from long experience, will 
welcome this member of the Bee-Vac family 
of electrical home appliances. Order from 
your jobber. Or write us. Birtman Electric 
Company, Dept. D-351, 4140 Fullerton Ave., 
Chicago, Illinois. 














Bee-Vac Electric Washer 


Consumer’s price 


$99.50 East of Rockies 
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Classified Opportunities 





Use the “Classified 


es Section” to reach Hardware Manufacturers, 


Opportuniti 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Each additional inch 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








Set Solid, Minimum of 5 abe. a 
Each additional line 

All Capitals, Minimum of 5 lines. . 

Each additional line 


Average 10 words to a line 
Allow One Line for Keyed Address 


Samples of merchandise, literature, catalogs, etc., 
be addres 





Remittance Must Accompany Order 


Hardware e ages 
tunities, ‘230° Wes St., gs 9 


Discounts for Classified Advertising York Ro 
4 insertions, 10% + 8 insertions, 15% 
o 





Harpware AGp is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 





ae See than roan said reforwarding postage should not 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





MANUFACTURERS OF METAL GOODS with large plant, and 
facilities to manufacture various types of metal goods, desirous of enlarg- 
ing scope by buying out or merging with one or two established metal, 
toy, hardware or housefurnishing manufacturers. Must be in good stand- 
ing and have real line of merchandise. Give full particulars in confi- 
dence. Will exchange references. Address Box 1-356, care of HARDWARE 
Ace, New York. 


WANTED—EASTERN NEW YORK OR SOUTHERN NEW ENG- 
LAND STORE carrying clean stock hardware, house furnishings, paints, 

rden and farm supplies, on market to close estate or owner retiring; in 
ive, attractive town of 5000 to 20,000 people. Must be able to show good 
profits and Piss for development. Give full details first letter. Ad- 
dress Box 1-359, care of Harpware Ace, New York. 


FOR SALE—Retail hardware, paint and sportin 
a growing New England city of 55,000 population. resent owner wishes 
to retire after many years of profitable business. Stock and modern fix- 
tures inventory about $30,000. Exceptional opportunity for experienced 
hardware man or two a young men. Address Box I-351, care 
of Harpware Ace, New York. 


GENERAL MERCHANDISE STORE IN CALIFORNIA doing a 
good business. Owner has other interests, reason for rae Stock con- 
sists of hardware, paints, wall papet, electrical goods, plumbin A as 

etc. Chance of a lifetime for someone. Will invoice about $12, No 

agents, no commission. Address Box J-344 care of HARDWARE oy New 
ork. 


FOR SALE—A CLEAN STOCK OF HARDWARE AND SPORTING 
GOODS in one of the best towns in central Illinois. Population 60,000. 
Up-to-date fixtures. Stock invoices about $27,000. Reason for selling, 
—_ of owner. Real bargain for cash. Address Box 959, Las Vegas, 

evada. 


FOR SALE—A profitable and growing hardware, boat supply and 
housefurnishing business located on best section of Long Island. ill sell 
at a sacrifice. Liberal discount will be made for cash or terms made 
Address Box I-355, care of Harpware Acre, New York. 








goods business in 











reasonable. 


UNUSUAL BUY—Hardware, paint, housefurnishing store, best loca- 
tion in Westchester County, good trade, nearly all cash. Up-to-date 
fixtures, clean standard lines. Price right for cash. Must act quick. 
Box 1-325, care of Harpware Ace, New York. 


FOR SALE—NEW YORK CITY HARDWARE AND HOUSEFUR- 
NISHING. Best colored section. Invoice $14,000. Good clean stock. 
Price $12,000. Long lease. Owner wants to retire. Address Box 1-363. 
care of Harpware Ace, New York 


FOR SALE—AN EXCEPTIONAL CLEAN STOCK of hardware in a 
growing and industrial city. Ill health of partner causing us to sacrifice 
our store and business. Address all communications to C. J. MILLER, 
426 Dickason St., Fremont, Ohio. 














FOR SAI E—Up-to-date retail hardware and paint store located in best 
business section of Baldwin, Stock and fixtures seemery at about 
$10,000. Address Box 1-352, care of HARDWARE Ace, New Yor 


POSITIONS WANTED 


WANTED—POSITION AS TRAVELING SALESMAN in North 
Carolina and adjoining states calling on hardware trade with good factory 
line. Age 31. Have had nine years’ experience in hardware business. 
Fight years of traveling with one of North Carolina largest wholesale 
houses whom will give as reference. Address 701 Market St., 
North Carolina. 











YOUNG MAN, 
Two years retail ‘chain store experience, desires connection. 
counter layouts, window trim, merchandising, buying and 
store methods, as exemplified by the largest of the 5-10-25c. chains. 
ences. Address Box I-362, care of HArpware Ace, New York. 


27 years old, good education, four years manufacturing. 
Familiar with 
other chain 





SALESMAN DESIRES CONNECTION WITH HARDWARE MAN- 
UFACTURER. Four years successful sales record with present line 
Now calling on Hardware trade in Eastern Pennsylvania Willing to 
locate anywhere. No sidelines considered. Own car. References. Ad 
dress Box 1-364, care of Harpware Ace, New York. 


I HAVE SEVERED MY CONNECTION with Schlage Lock Co., 
whom 1 have represented in Cleveland and northern Ohio with fifteen 
years’ experience in this territory. I am now open for position with manu- 
facturer of builders’ hardware or hardware specialties and tools. Address 
Box 1-251, care of HARDWARE AGE, 1362 Hanna Bldg., Cleveland, Ohio. 





HARDWARE MAN 55 YEARS OLD, 23 years’ experience in retail 
store. Can take charge. Desires to make a change. Prefer, Pennsylvania, 
New Jersey, Delaware or Maryland. Address Box I-341, care of HaArp- 
warE AGE, New York. 





SALES ACCOUNTS WANTED 








SALES ORGANIZATION LOCATED IN 
NEW YORK CITY 
desires additional tool and specialty lines of reputable 
manufacturer to represent in metropolitan area and ex- 
Warehouse facilities for large stock. Address Box 
1-358, care of Hardware Age, New York. 














SPECIALTY SELLING. Wanted for Illinois on commission a high 
class — age | or short line that repeats. Travel cre a 
thoroughly in car. ver 2000 live retail accounts. Have traveled terr 

tory 12 years. Am a reliable volume producer. C. R. VERTREES. 
Box 235, Peoria, Illinois. 


SALES REPRESENTATIVES WANTED 











SPECIALTY SALESMEN 


Splendid income. Sound connection. Steady repeat busi- 
ness, Clever new field. Slight competition. Unique. Ex- 
clusive. Leading electrical line with little sales resistance. 
State qualifications. UNITED ENTERPRISES, Inc., 13004 
Athens Ave., Cleveland, Ohio. 











Men Selling Hardware Dealer Trade Direct 


A large manufacturer of a well known specialty hardware line 
nationally advertised and well established will require a number of 
hardware specialty men calling direct on dealer trade. Representa- 
tives well established preferred. Our proposition will not disturb 
present Jobber relations. Many men making splendid incomes at 
present. Commissions liberal. Address Box I-357, care of Hard- 
ware Age, New York. 








Wilmington, 


Refer- 











SIDE LINE SALESMEN calling on Hardware, Plumbing and Depart- 
ment Stores. To sell Popular Priced Line of Bathroom Accessories (White 
Enameled and Nickel Plated Chromium Plated on solid brass). A New 
York manufacturer desires to secure established sales representatives in 
exceptionally desirable territories which are not at present covered. Only 
those having trade following will be considered. Liberal commission paid. 
Reference and record of selling nw required. Write for terms 
and i ape available. Address x 1-361, care of Harpware AGE, 
New York. 





WANTED—GOOD RELIABLE MEN to handle fast selling builders’ 
hardware specialty item. Commission only. Eastern, southern, and 
Pacific Coast territories open. State lines now handled, territory covered 
-_ paperenses. Address WOODSTOCK METAL PRODUCTS CO, 

Joodstock, Ill. 
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Classified Opportunities 


SALES REPRESENTATIVES WANTED SALES REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED—To sell high grade white and col- 


ored enamelware. Exclusive territory to producers. Commission basis. 


EXPERIENCED (ONLY) LAWN MOWER Prefer salesmen covering territory in car handling one or two non-conflict- 


ing lines. Give detailed information as to ane 7 and qualifications, 


SALESMEN WANTED FACTURING COMPANY, Sebring OMe TY STRONG MANU: 




















MANUFACTURER OF BUILDERS’ HARDWARE has opening for 

To sell on commission, a complete line of efficient representation in several territories where trade has already been 

. 9 established. In replying’ state lines now carried, houses represented and 

high grade and competitive Lawn Mowers ae territory covered. Write Box 1-270, care of Harpware AcE, New 
ork. 

comprising eleven or twelve different models, 

e . e HELP WANTED—Salesman calling on the Retail Hardware and Paint 
quality goods only, in the following separate Stores to seli Rich Ladders as a_ side line on commission basis. RICH 
or group of sates (commencing approxi PUMP & LADDER CO., 1300 Harrison Ave., Cincinnati, Ohio. 
matel Jun 15th t f f 1930 SALESMEN—Acquainted with hardware and_ housefurnishing depart 

y e next for season 0 ). ment buyers to cover States East of Chicago. Live wire and single with 


car preferred. Give full particulars in first letter and what is expected. 
Address Box 1-335, care of Harpware Ace, New York. 








New York Iowa 
Pennsylvania Nebraska SALESMAN, PROGRESSIVE LIVE WIRE, experienced selling hard- 
ware to factory and automobile service stations in Brooklyn. Good oppor- 
tunity. Address Box 1-360, care cf HArpwAre Ace, New York. 





New Jersey Illinois 
Maryland lediene COMMISSION SALESMEN IN EACH STATE for manufacturer of 
District of Columbia hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638. care of Harpware AcE. New York Citr 








Ohio — J. A. HENCKELS, Inc., 456 Fourth Ave., New York City. Experienced 
Michigan issouri and energetic cutlery salesman wanted to handle sales of our “Twin 
Brand” line in New York City and part of New England Territory. 
Apply in writing. 
Wisconsin Kentucky ne ovis = - 
Minnesota West Virginia MANUFACTURER’S REPRESENTATIVE, OR SALESMAN, to 
carry a short line of builders’ hardware, covering the eastern territory. 
Liberal commission. Address Box 1-366, care of HARpwARE AGE, New York. 








Only experienced Lawn Mower salesmen 
need apply, giving full details. Address Box ? q 
1-365 Hardware Age. LET US Help You Word Your “Want.” 


A} 


4 

















kin The Classified Opportunities Section of Hardware 
Are You Loo g for Age is read every week by the kind of men you 


REAL Sales Representatives? want to get in touch with. 


It costs little to tell them your story. 











PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 


position in any hollow ma- Ask for samples. 
terial. 


The SPRING Does It Nail and Cuticle 


Catalogued and stocked by a \ Nippers 
majority of the Hardware, 


Electrical, dad Plumbi 
Joubers of the comniry. vad EMIL GIERLING 


Samples and prices on re- 


quest. SOLINGEN 


e 2951 Carroll Ave., Chi , , — 
The Paine Company 7 sarciay st. Now York. N. ¥. GERMANY 


SEND FOR FREE SALES HELPS on the 
GENUINE ARMSTRONG PIPE TOOLS and VISES 


* FOLDERS * CIRCULARS * CUTS * SIGNS * HANDY CATALOGS * 
When writing mention whether you are interested in imprinted nig 


THE ARMSTRONG MANUFACTURING COMPANY Founded 1869 295 Knowlton St., Bridgeport, Conn. 
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THE ADVERTISERS INDEX ts 


hiiched 
as 





a md and not 
No allowances will be 


» 
ade 


part of the advertising contract. Every care 
for errors or failure to insert. 


will be taken to index correctly. 





A 
Acme Shear Co 
Acme White Lead & Color 
DEY SeGadavesaviwsdaunus> 
Addison-Leslie Co. ........... 
Re EE. Rp Soccn ce weswe 
UNO SOR, (secs cbaun ee 


Alexander Hamilton Institute 
Alliance Mfg. Co. 
Allith-Prouty Co 
Altorfer Bros. Co... 
Allweather Ventilator Co. 
Almo Trading & Imp. Co 


Aluminum Wares Association 


American Chain Co... 
American Flyer Co.... 
American Fork & Hoe Co..... 
American Gas Machine Co.. 
American Handle Co.... 
Mutual 


surance Co. 


American Liability In 


American National Co... 


American Nut & Bolt Fastener 
OM 6 Skt aaeeow Ran 

American Ring Co...... 
American Saw & Mfg. Co 
American 
American Sheet & Tin Plate Co 
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HOLDS 
Its Cutting Edge 


This Drop Forged Green Line 
Arch Punch is made for business 
and the business end holds its 
cutting edge because it is made 
in all sizes from one piece of 


KILBORN STEEL 


—the toughest steel known. 
Steel especially adapted to 
tools of this character. 
Finished in a pleasing green 
lacquer. 

Sizes 1” to 3” diameter. 
They are popular sellers. 
We also manufacture best 
Metal and Saddlers’ 
Punches. 

THE GREEN LINE 
includes Punches, Box 
Hooks, Drills, Cold Chisels, 
Screw Drivers and many 
other tools. 

Send for Complete 
Catalog. 


THE KILBORN & BISHOP CO. 
196 Chapel Street, New Haven, Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8. Pat. Office 






KILBORN & BISHOP 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. Every manufacturer’s sales 
manager should have one on his desk, and every salesman could 
profitably carry a copy in his grip. Since the previous issue was 
published there have been more than 10,000 additions and eor- 
rections, and these all appear in the current edition. 


Hardware Wholesalers and Manufacturers’ Agents find Verified [Ast 
of great value in “‘checking’’ their prospect records. 


It really is 16 directories in one. 


Published annually, $15.00 postpaid 





ADDRESSING, MULTIGRAPHING, ETC. We have facili- 
ties for addressing envelopes, cards and broadsides from 
your list; and for multigraphing and filling-in form letters. 
Prices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
























Ir you are one of the 
fortunate dealers who 
have a DOMES of 
SILENCE Display 
xs. Cabinet, keep it on 
your counter work- 
ing for you. It pays 
good dividends on 
the small space it 


REFILL Si 
D 19 Assort- 
ment: Packed 
¥, gross sets: 
1 doz. each of 


occupies. 
DOMES of SILENCE 
If your Jobber 
cannot supply 
you—write 


us direct. 


We also make all 

grades of Sliding 

Casters, Pin 

Slides, Felt Slides, 
etc. 


DOMES of SILENCE, Inc. 
21 Pearl St., New York City 














HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction 
simply because of improper sharpening. These dealers, 
by installing an IDEAL LAWN MOWER SHARPENER 
and sharpening the mowers themselves, render a much 
wanted service to their customers and make liberal profits 
themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate the IDEAL. Slip the mower into 
the IDEAL without dismantling, make a few simple ad- 
justments and in 
minutes the mower is 
perfectly sharpened — 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 

The IDEAL SHARP- 
ENER requires little 
space, operates from a 
light socket, and its first 
cost is extremely low. 


Write for prices and 
full information 


THE FATE-ROOT-HEATH CO. 
901 Bell St. Plymouth, Ohio 


PRODUCTS 
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It’s easier to save on 
automobile insurance 


One man spends time and energy bargaining for a few more dollars allowance on the car he 
is trading in. Another man seeks to save a few cents on gasoline, oil and tires. And yet ‘hese 


same men throw away an opportunity for possible saving in automobile insurance, because 
. . . well, a congenial acquaintance “takes care” of their insurance ... and they did not 


realize a saving was possible. 

The American Mutual has saved policyholders never less 
than 20% each year for the past forty-two years. 
For Commercial Car Owners, American Mutual 
Engineers have instituted systems of safety that 
have secured the co-operation of the entire per- 
sonnel from fleet manager to driver’s helper. Let 
us quote you rates and send you full information 
on American Mutual service, stability and sav- 
ing .. . just fill in and mail the coupon today. 





American Mutual Liability Ins. Co., Celambus at Berkeley St., Boston 
Branches in principal cities 





Strongest, Largest, Oldest, Mutu: 









22% Saved on 
Compensation 
Insurance... 


Lagt year, the American Mutual re- 
funded to Workmen’s Compensationand 
Automobile policyholders $22 out of 
every $100 .. . nearly a quarter of their 
insurance costs . . . send for a list of our 
policyholders .. write to them ... they 
will tell you how the American Mutual 
has giventhem complete protection and 
service . .. at a substantial saving. 
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Send in 


ability Insurance Co. 











this Coupon today 
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hat makes this Wig alae 
in Varnishes 



































OUR customers today realize that easier for you to sell varnish, for the for- 

there is a vast difference in varnish— mula of purity is frankly printed on every 

in its beauty—its durability—its economy. can. No benzine—no rosin—no adulterants 

No longer are they content to buy just in Martin’s 100% Pure Varnish. Complete 

“varnish.” They want to know what is in information and special proposition sent on 

the can they are buying. request. Start now with this superior Var- 
Martin Varnish Company makes it much __ nish and watch your sales and profits grow. i 


KNOW WHAT YOU BUY 








